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PREFACE 
After 1980s, strategic planning and strategic management became an indispensable 
management discipline. Many of the early tools and methodologies are replaced with 
more sophisticated and more actionable approaches. As Michael Porter and Cynthia 
Montgomery Said, “Strategic planning evolved from an art practiced by specialists to 
an accepted and integral part of the job of all line managers”. The result has been a 
reducing of planning staffs, but an increasing of the significance of strategic planning 
in many organizations. 
Companies all over the world encounters growing competition both at home and 
abroad. To cope with a more competitive environment, more sophisticated analysis is 
required, which converts the plans into actions. Industry analysis is one of the most 
important analytical tools, which provides required data for strategy formulation. The 
proposed industry analysis methodology in the study converts ambiguous industry 
environment data to the comparable, understandable, and computable results. The 
computed results derived from the industry analysis construct the main frame to 
develop competitive strategies. 
This study could not have been completed in such a satisfactory manner without the 
assistance of numerous people.  
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The scholars whose works are cited herein are to be commended for their efforts. 
I wish to thank managers and researchers of TUSSİDE for their collaboration and 
support. I especially thank to Ersin Uygur, Zafer Yalçınpınar and Ece Erdeniz for 
their support in industry data collection. 
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SAYISAL BİR ENDÜSTRİ ANALİZİ MODELİ GELİŞTİRİLMESİ VE 
UYGULANMASI 
 
ÖZET 
 
Rekabet stratejisinin gücü bir kurumu çevresi ile ilişkilendirmesinden 
kaynaklanmaktadır. Bir kurumun ilişki içerisinde olduğu çevre her ne kadar çok 
geniş bir biçimde ele alınabilirse de, kurumu asıl etkileyen çevre endüstriyel 
çevresidir. Endüstriyel çevre, kurumu etkileyen en yakın çevredir. Endüstriyel 
çevrenin yapısı, endüstrideki rekabeti ve kurumun uygulayacağı stratejileri önemli 
düzeyde etkiler. Bu nedenle, rekabet stratejisinin amacı, kurumun Porter’ın 
belirlediği endüstriyi etkileyen beş kuvvete karşı kendini en iyi savunabileceği bir 
yer edinmesini veya endüstriyi etkileyen beş kuvveti kendi lehine olacak şekilde 
etkilemesini sağlamaktır. 
Bu çalışma bir kurumun endüstriyi kapsamlı bir şekilde analiz etmesini, endüstrinin 
geleceğine yönelik değerlendirmeler yapabilmesini, endüstrideki rakiplerini ve kendi 
durumunu rakipleriyle karşılaştırabilmesini, endüstride elde edilen verileri sayısal 
sonuçlara dönüştürüp uygun bir rekabet stratejisi oluşturmasını sağlama amacına 
yöneliktir. Böylesine kapsamlı bir çalışma, ciddi  düzeyde veriye ulaşabilmekle 
doğrudan ilişkilidir. Endüstri analizinin en önemli ve en zor kısmını veri toplama 
kısmı oluşturmaktadır. Bu nedenle, özellikle eğitim ve danışmanlık gibi  doğru 
veriye ulaşmanın zor olduğu endüstrilerde, bu bölüm ayrı bir önem kazanmaktadır. 
Sayısal bir model oluşturabilmek için önce mevcut endüstri analizi modelleri olan 
Porter’ın endüstriyi etkileyen beş kuvvet modeli, Slater ve Olson Modeli, ve 
“Coopetition (İşbirliği-Rekabet)” birleştirildi. Endüstriyi etkileyen tüm faktörlerin 
yer aldığı ve Porter’ın beş kuvvetini temel alan beş şablon tablo oluşturuldu. Her 
şablon tablo bir kuvvetin alt başlıklarını içerecek şekilde hazırlandı.  
Bu çalışmanın endüstri analizine esas katkısı oluşturulan değerlendirme tablolarıdır. 
Değerlendirme tabloları sayesinde model tamamıyla sayısal bir biçime 
dönüşmektedir. Değerlendirme tabloları önceki üç modelde eksik kaldığı düşünülen 
parçaları tamamlamaktadır. Bu tablo herhangi bir veriyi karşılaştırılabilir, işlenebilir 
ve herkes tarafından aynı şekilde anlaşılabilir bir şekle dönüştürmektedir.  
Şablon tabloların oluşturulmasının ardından, tablolardaki her faktör değerlendirme 
tablolarına göre puanlandırıldı. Bu puanlandırma, 9 puanın en yüksek, 1 puanın en 
düşük anlamına geldiği  9’lu Likert Ölçeği kullanılarak gerçekleştirildi.  
Bu çalışmada, endüstrideki lider kuruluşları, özel şirketleri, yabancı şirketleri ve sivil 
toplum kuruluşlarını da kapsayacak şekilde 176 kurum incelendi.  Endüstrideki tüm 
kurumlara gönderilen anketler yanıtsız kaldığı için, 176 kurumun verisine İnternet 
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siteleri incelenerek ulaşıldı. Bu araştırma sonucunda eğitim ve danışmanlık 
endüstrisinde sunulan tüm ürün/hizmetlerin 400’ün biraz üzerinde olduğu belirlenmiş 
oldu.  
400 ürün/hizmeti kapsayan eğitim ve danışmanlık endüstrisinin, birbirinden tamamen 
farklı 19 segmente ayrıldığı gösterildi. Detaylı segment analizi, yapılan önem analizi 
sonucu  sayısı 13’e düşen segmentlere yönelik olarak gerçekleştirildi. Her segment 
için, şablon tablolardaki faktörlerin her birinin değerlendirme tablolarına göre 
değerlendirilmeleriyle ortaya çıkan sonuçlar analiz edildi. Bu analiz sonucunda 
segmentler, Türkiye Sanayi Sevk ve İdare Enstitüsü (TÜSSİDE) için çekicilik 
düzeylerine göre Tablo 1’de gösterildiği şekilde sıralandı.  
Table 1. Endüstrideki Segmentlerin Çekicilik Düzeyi 
No Segmentler Segmentin Çekicilik 
Puanı 
Segmentin Çekicilik 
Düzeyi 
1 Genel Yönetim 78,2 Orta - Yüksek 
2 Kişisel Gelişim  58,6 Orta - Yüksek 
3 İnsan Kaynakları 55,0 Orta - Yüksek 
4 Ekip Çalışması 46,1 Orta 
5 Satış ve Pazarlama 35,9 Orta 
6 Belgelendirme 35,3 Orta 
7 Ürün ve Süreç Geliştirme 26,4 Orta 
8 Mali Yönetim 25,0 Orta 
9 Uluslararası Ticaret 24,4 Düşük - Orta 
10 Araştırma 15,4 Düşük - Orta 
11 Arama Konferansları 11,8 Düşük - Orta 
12 Teknoloji  10,5 Düşük 
13 Şirket Evlilikleri 5,79 Düşük 
Not: Sıralama Çok Düşük, Çok Düşük-Düşük, Düşük, Düşük-Orta, Orta, Orta-
Yüksek, Yüksek, Yüksek-Çok Yüksek, Çok Yüksek şeklindedir. 
Düşük-Orta düzeyde çekiciliğe sahip segmentlere TÜSSİDE zaten hizmet sağladığı 
için bu segmentlerde kalmaya devam etmelidir. Orta-Yüksek ve üzeri çekicilik 
düzeyine sahip segmentlere TÜSSİDE zaten hizmet verdiği için, TÜSSİDE hizmet 
vermediği segmentlere şimdilik girmemelidir. Sonuç olarak TÜSSİDE hizmet 
verdiği segmentlerde hizmet vermeye devam etmelidir. Gelecek uygulama 
döneminde endüstrideki değişikliklerin, segmentlerin çekicilik düzeyini değiştireceği 
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unutulmamalıdır. Bu durum rekabet stratejisinin “kurum kendini en iyi 
savunabileceği segmentte kalacak stratejiyi izlemelidir” alternatifinin seçildiği zaman 
için geçerlidir. Diğer taraftan alternatif strateji olarak, örneğin “Genel Yönetim 
Danışmanlığı”nı yüksek çekicilik düzeyine sahip bir segment haline getirme stratejisi 
de seçilebilir. Bu durumda eldeki verileri kullanarak bu segmenti daha çekici hale 
getirmenin yolları araştırılmalıdır. 
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DEVELOPMENT AND IMPLEMENTATION OF A QUANTIATIVE 
INDUSTRY ANALYSIS METHODOLOGY 
SUMMARY 
The essence of formulating competitive strategy results from relating a company to 
its environment. Although the relevant environment is very broad, the key aspects of 
the firm’s environment are the industry or industries in which it competes. Industry 
environment is the firm’s proximate environment. Industry structure has a strong 
influence in determining the competitive rules of the game as well as the strategies 
potentially available to the firm. The goal of competitive strategy for a firm in an 
industry is to find a position in the industry where the company can best defend itself 
against Porter’s five competitive forces or can influence them in its favor. 
This study presents a comprehensive framework to help a firm analyze its industry as 
a whole and predict the industry’s future evolution, to understand its competitors and 
its own position, and to translate this analysis into a competitive strategy for its 
business. It has been apparent from reading this study that a comprehensive analysis 
of an industry and its competitors requires a great deal of data, some of it subtle and 
difficult to obtain.  
In order to make the framework more quantitative, three industry analysis models, 
Porter’s five forces model, coopetition and Slater-Olson augmented model have been 
combined. All industry-affecting factors explained by the models are placed on the 
template tables, one table for each Porter’s five competitive force. Porter’s five 
forces model construct the fundamental of the proposed model. Suggestions of other 
models are combined with this fundamental model up to some extent.  
The main contribution of this study is that a universal generic evaluation table and 
related evaluation tables are constructed. These tables make the model completely 
quantitative and complete inadequacy of the previous three models. The universal 
evaluation tables are like a converter, which converts any value to the comparable, 
computable, and understandable values. In other words, completely different two 
criteria could be compared with each other.  
After construction of generic template tables, each factor in the tables have been 
graded over 9 points on a likert scale. This generic evaluation scale has been used 
universally during the study. All factors, results, will be evaluated according to this 
scale.  
In the study, 176 training and consulting institutions including private companies, 
non-governmental organizations, and public institutions have been investigated. 
Investigation includes all top and leading institutions and is realized especially with 
Internet search where web sites of all related institutions are scanned. In the 
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investigation, it is exposed that there are slightly more than 400 products/services 
and 19 structurally different segments in the industry. 
19 segments in the training and consultancy industry are reduced to 13 segments 
through the significance test. Those 13 segments are evaluated through the template 
tables and evaluation tables. Each item in the template table, where each template 
table includes the required items for each porter’s competitive force, has been 
evaluated via the constructed evaluation tables. After the evaluation, order of 
segment from the most attractive industry segments to the less attractive industry 
segments for Turkish Institute for Industrial Management (TÜSSİDE) is determined 
as in table 2. 
Table 2. Attractiveness Level of Segments in the Industry  
No Segments 
Attractiveness Point 
of The Segment 
Attractiveness Level of 
The Segment 
1 General Management 78.2 Medium to High 
2 Personal Development 58.6 Medium to High 
3 Human Resources 55.0 Medium to High 
4 Team Development 46.1 Medium 
5 Sales& Marketing 35.9 Medium 
6 Certification 35.3 Medium 
7 
Product and Process 
Development 
26.4 Medium 
8 Financial Management 25.0 Medium 
9 International Business 24.4 Low to Medium 
10 Research 15.4 Low to Medium 
11 Search Conferences 11.8 Low to Medium 
12 Technology Consulting 10.5 Low 
13 Merger & Acquisition 5.79 Low 
Note: Order is as Very Low, Very Low to Low, Low, Low to Medium, Medium, 
Medium to High, High, High to Very High, Very High. 
Most attractive segments have shown that since TÜSSİDE currently serves to those 
segments, it should keep to serve them. There is not any segment, where TÜSSİDE 
does not serve to it but it has attractiveness value, which is equal to or greater than 
“Medium to High”. Therefore, it is concluded that there is not any segment where 
TÜSSİDE should enter into it. As a result, TÜSSİDE should keep to stay in the 
segments it serves and does not enter into any segment for a while as a simple 
strategy. At that point, TÜSSİDE should influence the industry structure in its favor 
through intervening to the related items. However, this intervening process is topic of 
another study. Nevertheless, the required framework for this process is explained in 
the study. 
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1. INTRODUCTION 
Every firm competing in an industry has a competitive strategy, whether explicit or 
implicit. This strategy may have been developed explicitly, through a planning 
process or it may have evolved implicitly through the activities of the various 
functional departments of the firm. The emphasis being placed on strategic planning 
reflects the proposition that there are significant benefits to gain through an explicit 
process of formulating strategy, to insure that at least the policies of functional 
departments are coordinated and directed at some common set of goals. Increased 
attention to formal strategic planning has highlighted the questions that have long 
been of concern to managers: What is driving competition in my industry or 
industries I am thinking of entering? What actions are competitors likely to take, and 
what is the best way to respond? How will my industry evolve? How can the firm be 
best positioned to compete in the long run? 
This study presents a comprehensive framework to help a firm analyze its industry as 
a whole and predict the industry’s future evolution, to understand its competitors and 
its own position, and to translate this analysis into a competitive strategy for its 
business. It will soon be apparent from reading this study that a comprehensive 
analysis of an industry and its competitors requires a great deal of data, some of it 
subtle and difficult to obtain.  
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Figure 1.1. Context In Which Competitive Strategy is Formulated 
Figure 1.1 illustrates that at the broadest level formulating competitive strategy 
involves the consideration of four key factors that determine the limits of what a 
company can successfully accomplish (Porter, 1980). The company’s strengths and 
weaknesses are its profile of assets and skills relative to competitors, including 
financial resources, technological posture, brand identification and so on. The 
personal values of the key implementers are the motivations and needs of the key 
executives and other personnel who must implement the chosen strategy. Strengths 
and weaknesses combined with values determine the internal limits to the 
competitive strategy a company can successfully adopt.  
The external limits are determined by its industry and broader environment. Industry 
opportunities and threats define the competitive environment, with its attendant risks 
and potential rewards. Societal expectations reflect the impact on the company of 
such things as government policy, social concerns, and many others. These four 
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factors must be considered before a business can develop a realistic and 
implementable set of goals and policies.  
In this study, the most important step of developing competitive strategy, which is 
industry analysis, will be investigated. The first four chapters introduce the results of 
a literature survey. In the literature survey, three industry analysis methodologies 
have been investigated: Porter’s five competitive forces model, coopetition and 
Slater-Olson Augmented Model. In those chapters, basic terms and definitions of 
industry segmentation will be investigated and Porter’s industry segmentation 
methodology will be explored in detail The fifth chapter presents the proposed 
model, which combines three industry analysis models. The most important 
contribution of the new model is its quantitative structure. All ambiguous industry 
data are translated into the computable values through constructed evaluation tables. 
In the sixth chapter, the proposed model will be implemented for the training and 
consultancy industry. Eventually, the last two chapters discuss the results and 
conclusions obtained from the study; emphasize important topics that should be 
performed during the industry analysis. 
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2. INDUSTRY ANALYSIS 
The essence of formulating competitive strategy is relating a company to its 
environment. Although the relevant environment is very broad, encompassing social 
as well as economic forces, the key aspects of the firm’s environment is the industry 
or industries in which it competes. In other words, the firm’s proximate environment 
is its industry environment (Porter, 1980). Industry structure has a strong influence 
in determining the competitive rules of the game as well as the strategies potentially 
available to the firm.  
The intensity of competition in an industry is neither a matter of coincidence nor bad 
luck. Rather, competition in an industry is rooted in its underlying economic 
structure and goes well beyond the behavior of current competitors. 
Industry analysis frameworks provide a structure that enables us to systematically 
work through wide-ranging and often complex economic issues. An industry analysis 
based on such frameworks facilitates the following important tasks (Porter, 1980): 
1. Assessment of industry and firm performance. 
2. Identification of key factors affecting performance in vertical trading 
relationships and horizontal competitive relationships.  
3. Determination of how changes in the business environment may affect 
performance. 
4. Identifying opportunities and threats in the business landscape. In this regard, 
industry analysis is essential to performing “SWOT Analysis”. 
An analysis of businesses in the PIMS (Profit impact of Market Strategies) database 
by Buzzell and Gale (1987) indicated that the average pre-tax ROI (Rate of 
Investment) for businesses competing in unattractive markets was 13.4 %, compared 
to 31.3 % for those competing in attractive markets.  
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2.1. What is Industry? 
Industries are frequently identified by two or four digits SIC (Standard Industrial 
Classification) codes. However, this is too broad definition to be valuable for 
meaningful analysis. Porter attempts to bring more precision to the issues of what 
constitutes and industry by defining it as “the group of firms producing products or 
services that are close substitutes for each other” (Porter, 1980). However, this is 
still rather vague in that it leaves the definition of “close substitutes” open. Are 
minivans close substitutes for sport utility vehicles? Are frozen vegetables substitute 
for fresh vegetables? Porter provides us no clear-cut way to answer these questions  
(Slater and Olson, 2002). 
2.2. Difference Between Industry and Market  
In economics, market and industry are not the same concepts, though they may, in 
certain circumstances coincide. Textbook writers in industrial organization, the sub 
discipline in economics that specializes in the analysis of industries and firms, have 
made this clear to their readers for years. Three decades ago, Koch asserted that  
The term market is not necessarily synonymous with the more commonly used term industry, 
because firms in the same industry may not supply substitutable products and/or may sell 
their products to quite different sets of customers (Koch, 1974; from Wilson, 1998) 
Any market has two sides, demand and supply, but the market must be defined 
precisely in terms of the willingness and ability of suppliers (usually firms) to 
provide the same product that consumers are willing and able to purchase. That is, a 
market should always be defined in terms of a particular resource, goods, or service 
(for example, the market for coffee, airline travel, resort accommodation, or 
government bonds). However, what seems well and good in theory becomes less 
precise practice when allowance is made for product differentiation. When do 
differences between products become substantial enough to be sorted into different 
markets? Are pre-packaged holidays to Vanuatu, Fiji and Hawaii in the same or 
different markets?  
This raises a further question: when do differentiated products in a single market 
become different products in different markets? Lancaster has considered this 
question at length and suggested that the best way of analyzing product 
differentiation is to consider goods "not as entities in a gestalt sense but as bundles of 
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properties or characteristics". Therefore, according to this source, differences in how 
individuals react to the same goods are seen as manifestations of how they respond to 
the collection of characteristics embodied in those goods (Lancaster, 1979; from 
Wilson, 1998).  
However, an "industry is best used to refer to product groups which are close 
substitutes from the supplier’s viewpoint (Product supply side)” (Ferguson and 
Ferguson, 1994, from Wilson, 1998). This is a very broad notion of industry. 
However, Andrews qualifies this frame by identifying the "chief characteristics" of 
an industry as:  
An individual business must be conceived as operating within an "industry" which consists of 
all businesses which operate processes of a sufficiently similar kind (which implies the 
possession of substantially similar technical resources) and possessing sufficiently similar 
backgrounds of experience and knowledge so that each of them could produce the particular 
commodity under consideration (Andrews, 1994; from Wilson, 1998).  
According to Nightingale,  
An "industry" is any grouping of firms which operate similar processes and could produce 
technically identical products within a given planning horizon. These groupings by no means 
exhaust the constraints on the behavior of any particular firm. They encompass constraints 
on the input side, as each firm would be using very similar inputs of labor, raw material and 
machinery. A market, by contrast, is the institution within which a firm attempts to sell his 
output or buy an input. A firm's behavior is constrained by other firms’ selling in that market 
and by the behavior of buyers in the market (Nightingale, 1978, from Wilson, 1998).  
Quite clearly, as Nightingale emphasizes, market is not another word for industry, 
but, rather, a distinctive concept dealing with relationships between buyers and 
sellers, where, by comparison, industry is dealing with firms in the same planning 
horizon constrained by similar production capabilities” (Nightingale, 1978, from 
Wilson, 1998).  
 7 
3. INDUSTRY ANALYSIS METHODOLOGIES 
3.1. Porter’s Five Forces Analysis 
The state of competition in an industry depends on five basic competitive forces, 
which are shown in figure 3.1. The collective strength of these forces determines the 
ultimate profit potential in the industry, where profit potential is measured in terms 
of long run return on invested capital. Not all industries have the same potential. 
They differ fundamentally in their ultimate profit potential as the collective strength 
of the forces differs; the forces range from intense industries where no firm earns 
spectacular returns, to relatively mild industries where high returns are quite 
common.  
The goal of competitive strategy for a business unit in an industry is to find a 
position in the industry where the company can best defend itself against these 
competitive forces or can influence them in its favor. Since the collective strength of 
the forces may well be painfully apparent to all competitors, the key for developing 
strategy is to analyze the sources of each. Knowledge of this underlying sources of 
competitive pressure highlights the critical strength and weaknesses of the company, 
animates its position in its industry, clarifies the areas where strategic changes may 
yield the greatest payoff, and highlights the areas where industry trends promise to 
hold the greatest significance as either opportunities or threats. Understanding these 
sources will also prove to be useful in considering areas for diversification.  
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Figure 3.1. Porter’s Five Forces Approach (Porter, 1980) 
3.1.1. Structural Determinants of The Intensity of Competition  
Competition in an industry continually works to drive down the rate of return on 
invested capital toward the competitive floor rate of return, or the return that would 
be earned by the economist's "perfectly competitive" industry. This competitive 
floor, or "free market" return, is approximated by the yield on long-term government 
securities adjusted upward by the risk of capital loss. Investors will not tolerate 
returns below this rate in the long run because of their alternative of investing in 
other industries, and firms habitually earning less than this return will eventually go 
out of business. The presence of rates of return higher than the adjusted free market 
return serves to stimulate the inflow of capital into an industry either through new 
entry or through additional investment by existing competitors. The strength of the 
competitive forces in an industry determines the degree to which this inflow of 
investment occurs and drives the return to the free market level, and thus the ability 
of firms to sustain above-average returns.  
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Customers, suppliers, substitutes, and potential entrants are all "competitors" to firms 
in the industry and may be more or less prominent depending on the particular 
circumstances. All five competitive forces jointly determine the intensity of industry 
competition and profitability, and the strongest force or forces are governing and 
become crucial from the point of view of strategy formulation. For example, even a 
company with a very strong market position in an industry where potential entrants 
are no threat will earn low returns if it faces a superior, lower-cost substitute. Even 
with no substitutes and blocked entry, intense rivalry among existing competitors 
will limit potential returns. The extreme case of competitive intensity is the 
economist' s perfectly competitive industry, where entry is free, existing firms have 
no bargaining power against suppliers and customers, and rivalry is unbridled 
because the numerous firms and products are all alike. 
 The underlying structure of an industry, reflected in the strength of the forces, 
should be distinguished from the many short-run factors that can affect competition 
and profitability in a transient way. For example, fluctuations in economic conditions 
over the business cycle influence the short-run profitability of nearly all firms in 
many industries, as can material shortages, strikes, spurts in demand, and the like. 
Although such factors may have tactical significance, the focus of the analysis of 
industry structure, or "structural analysis," is on identifying the basic, underlying 
characteristics of an industry rooted in its economics and technology that shapes the 
arena in which competitive strategy must be set. Firms will each have unique 
strengths and weaknesses in dealing with industry structure, and industry structure 
can and does shift gradually over time. Yet understanding industry structure must be 
the starting point for this study. Structural determinants of the intensity of 
competition are quoted from Porter (1980). 
3.1.1.1. Threat of Entry 
New entrants to an industry bring new capacity, the desire to gain market share, and 
substantial resources. Prices can be bid down and reducing profitability. Companies 
diversifying through acquisition into the industry from other markets often use their 
resources to cause a shake-up, as Philip Morris did with Miller beer. Thus acquisition 
into an industry with intent to build market position should probably be viewed as 
entry even though no entirely new entity is created.  
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The threat of entry into an industry depends on the barriers to entry that are present, 
coupled with the reaction from existing competitors that the entrant can expect. If 
barriers are high and/or the newcomer can expect sharp retaliation from entrenched 
competitors, the threat of entry is low.  
There are seven major sources of barriers to entry:  
Economies of scale: Economies of scale refer to declines in unit costs of a product 
(or operation or function that goes into producing a product) as the absolute volume 
per period increases. Economies of scale deter entry by forcing the entrant to come in 
at large scale and risk strong reaction from existing firms or come in at a small scale 
and accept a cost disadvantage, both undesirable options. Scale economies can be 
present in nearly every function of a business, including manufacturing, purchasing, 
research and development, marketing, service network, sales force utilization, and 
distribution.  
Units of multi-business firms may be able to reap economies similar to those of scale 
if they are able to share operations or functions subject to economies of scale with 
other businesses in the company. For example, the multi-business company may 
manufacture small electric motors, which are then used in producing industrial fans, 
hairdryers, and cooling systems for electronic equipment. If economies of scale in 
motor manufacturing extend beyond the number of motors needed in any one market, 
the multi-business firm diversified in this way will reap economies in motor 
manufacturing that exceed those available if it only manufactured motors for use in, 
say, hairdryers. Thus related diversification around common operations or functions 
can remove volume constraints imposed by the size of a given industry. The 
prospective entrant is forced to be diversified or face a cost disadvantage. Potentially 
shareable activities or functions subject to economies of scale can include sales 
forces, distribution systems, purchasing, and so on.  
The benefits of sharing are particularly potent if there are joint costs. Joint costs 
occur when a firm producing product A (or an operation or function that is part of 
producing A) must inherently have the capacity to produce product B. An example is 
air passenger services and air cargo, where because of technological constraints only 
so much space in the aircraft can be filled with passengers, leaving available cargo 
space and payload capacity. Thus the firm that competes in both passenger and 
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freight may have a substantial advantage over the firm competing in only one 
market. A common situation of joint costs occurs when business units can share 
intangible assets such as brand names and know-how.  
A type of economies of scale entry barrier occurs when there are economies to 
vertical integration, that is, operating in successive stages of production or 
distribution. Here the entrant must enter integrated or face a cost disadvantage, as 
well as possible foreclosure of inputs or markets for its product if most established 
competitors are integrated.  
Product differentiation: Product differentiation means that established firms have 
brand identification and customer loyalties, which stem from past advertising, 
customer service, product differences, or simply being first into the industry. 
Differentiation creates a barrier to entry by forcing entrants to spend heavily to 
overcome existing customer loyalties. This effort usually involves start-up losses and 
often takes an extended period of time. Such investments in building a brand name 
are particularly risky since they have no salvage value if entry fails.  
Capital requirements: The need to invest large financial resources in order to 
compete creates a barrier to entry, particularly if the capital is required for risky or 
unrecoverable up-front advertising or research and development. Capital may be 
necessary not only for production facilities but also for things like customer credit, 
inventories. 
Switching costs: A barrier to entry is created by the presence of switching costs, that 
is, one time costs facing the buyer of switching from one supplier's product to 
another's. Switching costs may include employee retraining costs, costs of new 
ancillary equipment, cost and time in testing or qualifying a new source, need for 
technical help as a result of reliance on seller engineering aid, product redesign, or 
even psychic costs of severing a relationship. If these switching costs are high, then 
new entrants must offer a major improvement in cost or performance in order for the 
buyer to switch from an incumbent.  
Access to distribution channels: A barrier to entry can be created by the new entrant's 
need to secure distribution for its product. Existing competitors may have ties with 
channels based on long relationships, high-quality service, or even exclusive 
relationships.  
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Cost disadvantages independent of scale: Established firms may have cost 
advantages not replicable by potential entrants no matter what their size and attained 
economies of scale. The most critical advantages are factors such as the following:  
 Proprietary product technology: product know-how or design characteristics 
that are kept proprietary through patents or secrecy.  
 Favorable access to raw materials: established firms may have locked up the 
most favorable sources and/or tied up foreseeable needs early at prices 
reflecting a lower demand for them than currently exists.  
 Favorable locations: established firms may have cornered favorable locations 
before market forces bid up prices to capture their full value.  
 Government subsidies: preferential government subsidies may give 
established firms lasting advantages in some businesses.  
 Learning or experience curve: in some businesses, there is an observed 
tendency for unit costs to decline as the firm gains more cumulative 
experience in producing a product. Costs decline because workers improve 
their methods and become more efficient (the classic learning curve), 
specialized equipment and processes are developed, better performance is 
coaxed from equipment, product design changes make manufacturing easier, 
techniques for measurement and control of operations improve, and so on.  
If costs decline with experience in an industry, and if the experience can be kept 
proprietary by established firms, then this effect leads to an entry barrier. Newly 
started firms, with no experience, will have inherently higher costs than established 
firms and must bear heavy start-up losses from below- or near-cost pricing in order 
to gain the experience to achieve cost parity with established firms (if they ever can). 
Established firms, particularly the market share leader who is accumulating 
experience the fastest, will have higher cash flow because of their lower costs to 
invest in new equipment, and techniques. However, it is important to recognize that 
pursuing experience curve cost declines (and scale economies) may require 
substantial up-front capital investment for equipment and startup losses. If costs 
continue to decline with volume even as cumulative volume gets very large, new 
entrants may never catch up.  
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Government policy: The last major source of entry barriers is government policy. 
Government can limit or even foreclose entry into industries with such controls as 
licensing requirements and limits on access to raw materials (like coal lands or 
mountains on which to build ski areas).  
Expected retaliation:  
The potential entrant's expectations about the reaction of existing competitors also 
will influence the threat of entry. If existing competitors are expected to respond 
forcefully to make the entrant's stay in the industry an unpleasant one, then entry may 
well be deterred. Conditions that signal the strong likelihood of retaliation to entry 
and hence deter it are the following;  
 A history of vigorous retaliation to entrants 
 Established firms with substantial resources to fight back, including excess 
cash and unused borrowing capacity, adequate excess productive capacity to 
meet all likely future needs, or great leverage with distribution channels or 
customers  
 Established firms with great commitment to the industry and highly illiquid 
assets employed in it  
 Slow industry growth, which limits the ability of the industry to absorb a new 
firm without depressing the sales and financial performance of established 
firms.  
The entry deterring price:  
The condition of entry in an industry can be summarized in an important hypothetical 
concept called the entry deterring price: the prevailing structure of prices (and 
related terms such as product quality and service) which just balances the potential 
rewards from entry (forecast by the potential entrant) with the expected costs of 
overcoming structural entry barriers and risking retaliation. If the current price level 
is higher than the entry deterring price, entrants will forecast above-average profits 
from entry, and entry will occur. Of course the entry deterring price depends on 
entrants' expectations of the future and not just current conditions.  
 14 
The threat of entry into an industry can be eliminated if incumbent firms choose or 
are forced by competition to price below this hypothetical entry deterring price; If 
they price above it, gains in terms of profitability may be short-lived because they 
will be dissipated by the cost of fighting or coexisting with new entrants.  
Properties of entry barriers:  
There are several additional properties of entry barriers that are crucial from a 
strategic standpoint. First, entry barriers can and do change as the conditions 
previously described change. Second, although entry barriers sometimes change for 
reasons largely outside the firm's control, the firm's strategic decisions also can have 
a major impact. Finally, some firms may possess resources or skills, which allow 
them to overcome entry barrier into an industry more cheaply than most other firms.  
Experience and scale as entry barriers:  
Although they often coincide, economies of scale and experience have very different 
properties as entry barriers. The presence of economies of scale always leads to a 
cost advantage for the large-scale firm (or firm that can share activities) over small-
scale firms, pre-supposing that the former have the most efficient facilities, 
distribution systems, service organizations, or other functional activities for their 
size. This cost advantage can be matched only by attaining comparable scale or 
appropriate diversification to allow cost sharing. The large-scale or diversified firm 
can spread the fixed costs of operating these efficient facilities over a large number 
of units, whereas the smaller firm, even if it has technological efficient facilities, will 
not fully utilize them. Some limits to economies of scale as an entry barrier, from the 
strategic standpoint of incumbents, are as follows:  
Large-scale and hence tower costs may involve trade-offs with other potentially 
valuable barriers to entry such as product differentiation (scale may work against 
product image or responsive service, for example) or the ability to develop 
proprietary technology rapidly.  
Technological change may penalize the large-scale firm if facilities designed to reap 
scale economies are also more specialized and less flexible in adapting to new 
technologies.  
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Commitment to achieving scale economies by using existing technology may cloud 
the perception of new technological possibilities or of other new ways of competing 
that are less dependent on scale.  
Experience is a more etheral entry barrier than scale, because the mere presence of an 
experience curve does not insure an entry barrier. Another crucial prerequisite is that 
the experience be proprietary, and not available to competitors and potential entrants 
through (1) copying, (2) hiring a competitor's employees, or (3) purchasing the latest 
machinery from equipment suppliers or purchasing know-how from consultants or 
other firms. 
Limits to the experience curve as an entry barrier are as follows:  
The barrier can be nullified by product or process innovations, leading to a 
substantially new technology and thereby creating an entirely new experience curve. 
New entrants can leapfrog the industry leaders and alight on the new experience 
curve, to which the leaders may be poorly positioned to jump.  
Pursuit of low cost through experience may involve trade-offs with other valuable 
barriers, such as product differentiation through image or technological 
progressiveness.  
If more than one strong company is building its strategy on the experience curve, the 
consequences for one or more of them can be nearly fatal. By the time only one rival 
is left pursuing such a strategy, industry growth may have stopped and the prospects 
of capturing the experience curve benefits long since evaporated.  
Aggressive pursuit of cost declines through experience may draw attention away 
from market developments in other areas or may cloud perception of new 
technologies that nullify past experience.  
3.1.1.2. Intensity of Rivalry Among Existing Competitors  
Rivalry among existing competitors takes the familiar form of price competition, 
advertising battles, product introductions, and increased customer service or 
warranties. Rivalry occurs because one or more competitors either feels the pressure 
or sees the opportunity to improve position. In most industries, competitive moves by 
one firm have noticeable effects on its competitors and thus may incite retaliation or 
efforts to counter the move; that is, firms are mutually dependent. This pattern of 
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action and reaction may or may not leave the initiating firm and the industry as a 
whole better off. If moves and countermoves escalate, then all firms in the industry 
may suffer and be worse off than before.  
Numerous or equally balanced competitors: When firms are numerous, the likelihood 
of mavericks is great and some firms may habitually believe they can make moves 
without being noticed. Even where there are relatively few firms, if they are 
relatively balanced in terms of size and perceived resources, it creates instability 
because they may be prone to fight each other and have the resources for sustained 
and vigorous retaliation. When the industry is highly concentrated or dominated by 
one or a few firms, on the other hand, then there is little mistaking relative strength, 
and the leader or leaders can impose discipline as well as play a coordinative role in 
the industry through devices like price leadership.  
In many industries foreign competitors, either exporting into the industry or 
participating directly through foreign investment, play an important role in industry 
competition. Foreign competitors should be treated just like national competitors for 
purposes of structural analysis.  
Slow industry growth: Slow industry growth turns competition into a market share 
game for firms seeking expansion.  
High fixed or storage costs: High fixed costs create strong pressures for all firms to 
fill capacity, which often lead to rapidly escalating price-cutting when excess 
capacity is present. The significant characteristic of costs is fixed costs relative to 
value added, and not fixed costs as a proportion of total costs. Firms purchasing a 
high proportion of costs in outside inputs (low value added) may reel enormous 
pressures to fill capacity to break even, despite the fact that the absolute proportion 
of fixed costs is low. A situation related to high fixed costs is one in which the 
product, once produced, is very difficult or costly to store.  
Lack of differentiation or switching cost: Where the product or service is perceived 
as a commodity or near commodity, choice by the buyer is largely based on price and 
service, and pressures for intense price and service competition result. Product 
differentiation creates layers of insulation against competitive warfare because 
buyers have preferences and loyalties to particular sellers.  
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Capacity augmented in large increments: Where economies of scale dictate that 
capacity must be added in large increments, capacity additions can be chronically 
disruptive to the industry supply/demand balance, particularly where there is a risk of 
bunching capacity additions. The industry may face recurring periods of over- 
capacity and price-cutting. 
Diverse competitors: Competitors diverse in strategies, origins, personalities, and 
relationships to their parent companies have differing goals and differing strategies 
for how to compete. They may have a hard time for reading each other's intentions 
accurately and agreeing on a set of "rules of the game" for the industry. Strategic 
choices, which are right for one competitor, will be wrong for others.  
Foreign competitors often add a great deal of diversity to industries because of their 
differing circumstances and often differing goals. Owner-operators of small 
manufacturing or service firms may as well, because they may be satisfied with a 
subnormal rate of return on their invested capital to maintain the independence of 
self ownership, whereas such returns are unacceptable and may appear irrational to a 
large publicly held competitor. In such an industry, the posture of the small firms 
may limit the profitability of the larger concern. Similarly, firms viewing a market as 
an outlet for excess capacity will adopt policies contrary to those of firms viewing 
the market as a primary one. Finally, differences in the relationship of competing 
business units to their corporate parents is an important source of diversity in an 
industry as well. For example, a business unit that is part of a vertical chain of 
businesses in its corporate organization may well adopt different and perhaps 
contradictory goals than a free-standing firm competing in the same industry.  
High strategic stakes: Rivalry in an industry becomes even more volatile if a number 
of firms have high stakes in achieving success there. For example, a diversified firm 
may place great importance on achieving success in a particular industry in order to 
further its overall corporate strategy. Or a foreign firm may perceive a strong need to 
establish a solid position in the U. S. market in order to build global prestige or 
technological credibility. In such situations, the goals of these firms may not only be 
diverse but even more destabilizing because they are expansionary and involve 
potential willingness to sacrifice profitability.  
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High exit barriers: Exit barriers are economic, strategic, and emotional factors that 
keep companies competing in businesses even though they may be earning law or 
even negative returns on investment. The major sources of exit barriers are the 
following:  
 Specialized assets: assets highly specialized to the particular business or 
location have low liquidation values or high costs of transfer or conversion.  
 Fixed costs of exit: these include labor agreements, resettlement costs, 
maintaining capabilities for spare parts.  
 Strategic interrelationships: interrelationships between the business unit and 
others in the company in terms of image, marketing ability, access to 
financial markets, shared facilities, and so on. They cause the firm to attach 
high strategic importance to being in the business.  
 Emotional barriers: management's unwillingness to make economically 
justified exit decisions is caused by loyalty to employees, fear for one's own 
career, pride, and other reasons.  
 Government and social restrictions: these involve government denial or 
discouragement of exit for job loss and regional economic effects. 
When exit barriers are high, excess capacity does not leave the industry, and 
companies that lose the competitive battle do not give up. The profitability of the 
entire industry can be persistently low as a result.  
Shifting rivalry:  
The factors that determine the intensity of competitive rivalry can and do change. A 
very common example is the change in industry growth by industry maturity. As an 
industry matures its growth rate declines, resulting in intensified rivalry, declining 
profits, and a shakeout.  
Another common change in rivalry occurs when an acquisition introduces a very 
different personality to an industry. Also, technological innovation can boost the 
level of fixed costs in the production process and raise the volatility of rivalry. 
Although a company must live with many of the factors that determine the intensity 
of industry rivalry, it may have some latitude in improving matters through strategic 
shifts. For example, it may try to raise buyers’ switching costs by providing 
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engineering assistance to customers to design its product into their operations or to 
make them dependent for technical advice. Or the firm can try to raise product 
differentiation through new kinds of services, marketing innovations, or product 
changes. Focusing selling efforts on the fastest growing segments of the industry or 
on market areas with the lowest fixed costs can reduce the impact of industry rivalry.  
 3.1.1.3.  Pressure From Substitute Products  
All firms in an industry are competing, in a broad sense, with industries producing 
substitute products. Substitutes limit the potential returns of an industry by placing a 
ceiling on the prices firms in the industry can profitably charge.  
Identifying substitute products is a matter of searching for other products that can 
perform the same function as the product of the industry. Substitute products that 
deserve the most attention are those that  
 are subject to trends improving their price-performance trade-off with the 
industry's product, or  
 are produced by industries earning high profits. In the latter case, substitutes 
often come rapidly into play if some development increases competition in 
their industries and causes price reduction or performance improvement.  
3.1.1.4.  Bargaining Power of Buyers  
Buyers compete with the industry by forcing down prices, bargaining for higher 
quality or more services, and playing competitors against each other - all at the 
expense of industry profitability. The power of each of the industry's important buyer 
groups depends on a number of characteristics of its market situation and on the 
relative importance of its purchases from the industry compared with its overall 
business. A buyer group is powerful if the following circumstances hold true:  
It is concentrated or purchases large volumes relative to seller sales: If a large portion 
of sales is purchased by a given buyer this raises the importance of the buyer's 
business in results. Large volume buyers are particularly potent forces if heavy fixed 
costs characterize the industry and raise the stakes to keep capacity filled.  
The products it purchases from the industry represent a significant fraction of the 
buyer's costs or purchases: Here buyers are prone to expend the resources necessary 
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for a favorable price and purchase selectively. When the product provided by the 
industry is a small fraction of buyers’ costs, buyers are usually much less price 
sensitive.  
The products it purchases from the industry are standard or undifferentiated: Buyers, 
who are sure that they can always find alternative suppliers, may play one company 
against another. 
It faces few switching costs: Switching costs, defined earlier, lock the buyer to 
particular sellers. Conversely, the buyer's power is enhanced if the seller faces 
switching costs.  
It earns low profits: Low profits create great incentives to lower purchasing costs. 
Highly profitable buyers, however, are generally less price sensitive (that is, of 
course, if the item does not represent a large fraction of their costs) and may take a 
longer run view toward preserving the health of their suppliers.  
Buyers pose a credible threat of backward integration: If buyers either are partially 
integrated or pose a credible threat of backward integration, they are in a position to 
demand bargaining concessions.  
The industry’s product is unimportant to the quality of the buyers’ products or 
services: When the quality of the buyers' products is very much affected by the 
industry's product, buyers are generally less price sensitive.  
The buyer has full information: Where the buyer has full information about demand, 
actual market prices, and even supplier costs, this usually yields the buyer greater 
bargaining leverage than when information is poor. With full information, the buyer 
is in a greater position to insure that it receives the most favorable prices offered to 
others and can counter suppliers' claims that their viability is threatened.  
3.1.1.5. Bargaining Power of Suppliers  
Suppliers can exert bargaining power over participants in an industry by threatening 
to raise prices or reduce the quality of purchased goods and services. The conditions 
making suppliers powerful are similar to those making buyers powerful. A supplier 
group is powerful if the following apply:  
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It is dominated by a few companies and is more concentrated than the industry it 
sells to: Suppliers selling to more fragmented buyers will usually be able to exert 
considerable influence in prices, quality, and terms.  
It is not obliged to contend with other substitute products for sale to the industry: The 
power of even large, powerful suppliers can be checked if they compete with 
substitutes.  
The industry is not an important customer of the supplier group: When suppliers sell 
to a number of industries and a particular industry does not represent a significant 
fraction of sales, suppliers are much more prone to exert power. If the industry is an 
important customer, suppliers’ fortunes will be closely tied to the industry and they 
will want to protect it through reasonable pricing and assistance in activities. 
The suppliers’ product is an important input to the buyer’s business: Such an input is 
important to the success of the buyer's manufacturing process or product quality. 
This raises the supplier power.  
The supplier group’s products are differentiated or it has built up switching costs: 
Differentiation or switching costs facing the buyers cut off their options to play one 
supplier against another.  
The supplier group poses a credible threat of forward integration: This provides a 
check against the industry's ability to improve the terms on which it purchases.  
Labor must be recognized as a supplier and exerts great power in many industries. 
There is substantial empirical evidence that scarce, highly skilled employees and/or 
tightly unionized labor can bargain away a significant fraction of potential profits in 
an industry. The principles in determining the potential power of labor as a supplier 
are similar to those just discussed. The key additions in assessing the power of labor 
are its degree of organization, and whether the supply of scarce varieties of labor can 
expand.  
3.1.1.6. Government As A Force In Industry Competition  
Government has been discussed primarily in terms of its possible impact on entry 
barriers. However, in the 1970s and 1980s government at all levels must be 
recognized as potentially influencing many aspects of industry structure both directly 
and indirectly. In many industries, government is a buyer or supplier and can 
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influence industry competition by the policies it adopts. Many times government's 
role as a supplier or buyer is determined more by political factors than by economic 
circumstances, and this is probably a fact of life. Government regulations can also set 
limits on the behavior of firms as suppliers or buyers.  
Government can also affect the position of an industry with substitutes through 
regulations, subsidies, or other means. Safety and pollution standards affect relative 
cost and quality of substitutes. Government can also affect rivalry among 
competitors by influencing industry growth, the cost structure through regulations, 
and so on. Thus no structural analysis is complete without a diagnosis of how present 
and future government policy, at all levels, will affect structural conditions. For 
purposes of strategic analysis it is usually more illuminating to consider how 
government affects competition through the five competitive forces than to consider 
it as a force in and of itself. However, strategy may well involve treating government 
as an actor to be influenced.  
3. 1. 2. Structural Analysis and Competitive Strategy  
Once the forces affecting competition in an industry and their underlying causes have 
been diagnosed, the firm is in a position to identify its strengths and weaknesses 
relative to the industry. Where does the firm stand against substitutes? Against the 
sources of entry barriers? In coping with rivalry from established competitors?  
An effective competitive strategy takes offensive or defensive action in order to 
create a defendable position against the five competitive forces. Broadly, this 
involves a number of possible approaches:  
 Positioning the firm so that its capabilities provide the best defense against 
the existing array of competitive forces;  
 Influencing the balance of forces through strategic moves, thereby improving 
the firm's relative position; or  
 Anticipating shifts in the factors underlying the forces and responding to 
them, thereby exploiting change by choosing a strategy appropriate to the 
new competitive balance before rivals recognize it.  
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Positioning:  
The first approach takes the structure of the industry as given and matches the 
company's strengths and weaknesses to it. Strategy can be viewed as building 
defenses against the competitive forces or as finding positions in the industry where 
the forces are weakest.  
Knowledge of the company's capabilities and of the causes of the competitive forces 
will highlight the areas where the company should confront competition and where 
avoid it. If the company is a low-cost producer, for example, it may choose to sell to 
powerful buyers while it takes care to sell them only products not vulnerable to 
competition from substitutes.  
Influencing the balance:  
A company can devise a strategy that takes the offensive. This posture is designed to 
do more than merely cope with the forces themselves; it is meant to alter their 
causes.  
Innovations in marketing can raise brand identification or otherwise differentiate the 
product. Capital investments in large - scale facilities or vertical integration affect 
entry barriers. The balance of forces is partly a result of external factors and partly 
within a company's control. Structural analysis can be used to identify the key factors 
driving competition in the particular industry and thus the places where strategic 
action to influence the balance will yield the greatest payoff.  
Exploiting change: 
Industry evolution is important strategically because evolution, of course, brings 
changes in the structural sources of competition. In the familiar product life-cycle 
pattern of industry development, for example, growth rates change, advertising is 
said to decline as the business becomes more mature, and the companies tend to 
integrate vertically.  
Structural analysis can be used to predict the eventual profitability of an industry. In 
long-range planning the task is to examine each competitive force, forecast the 
magnitude of each underlying cause, and then construct a composite picture of the 
probable profit potential of the industry.  
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3.2. Coopetition and the Value Net 
Game theory was created a half century ago by a mathematician, John von Neumann, 
and an economist, Oscar Morgenstern. Today their “Theory of Games and Economic 
Behavior” remains unreadable even for most scholars. Public relations consultants 
and theorists have made game theory part of their working vocabulary. The Reason: 
contemporary public relations theory tends to reject the old paradigm of “winning 
through manipulation”; a consensus has emerged that public relations is far more 
concerned with co-operation, negotiation, and systems. The win-win approach has 
come to replace “we win, you lose” approach.  
One single relationship can comprise of both cooperation and competition that two 
firms can compete and cooperate simultaneously. If both the elements of cooperation 
and competition are visible, the relationship between the competitors is named 
coopetition (Bengtsson and Kock, 2000). 
Nalebuff and Brandenburger (1996) have observed that cooperation and 
competition can be parts of one and the same relationship, and they also use the 
concept of coopetition to describe such a relationship. They discuss the importance 
of coopetition in business by using game theory as a theoretical frame. Their 
definition of competitors is as follows: 
A player is your competitor if customers value your product less when they have other 
player’s product than when they have your product alone. 
Different types of coopetitive relationships between competitors are as in figure 3. 2.  
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Figure 3. 2. Different Types of Coopetitive Relationships Between Competitors 
(Bengtsson and Kock, 2000) 
Coopetition is actually a clearly written, lively popularization of game theory 
strategies applied to the world of big business. Coopetition’s real strength is the 
wealth of digestible examples of competition and co-operation in the global business 
world (Brown, 1996).   
Porter’s five forces is an enduring framework that remains widely used for industry 
analysis. In their book coopetition, Adam Brandenburger and Barry Nalebuff identify 
an important weakness of the Porter’s framework. From the viewpoint of any one 
firm, Porter tends to view all other firms, be their competitors, suppliers, or buyers as 
threats to profitability. Brandenburger and Nalebuff point out that firm interactions 
may be positive as well as negative, and emphasize the many positive interactions 
that Porter generally ignores. Examples of positive interactions include: 
 Efforts by competitors to set technology standards that facilitate industry 
growth, such as when consumer electronics firms cooperated to establish a 
single format for high-definition television, or when Sony and Toshiba 
formed an alliance to establish a compatible standard for digital video disks. 
 Efforts by competitors to promote favorable regulations or legislation, such as 
when domestic U.S. automakers worked together to get the U.S. Department 
of Energy to endorse a proposal to develop fuel cells, rather than tighten 
gasoline fuel economy standards. 
Cooperation-dominated Relationship: Coopetitive relationships consisting 
of more cooperation than competition 
Equal Relationship: Cooperation and competition are equally distributed 
Competition-dominated Relationship: Coopetitive relationships consisting 
of more competition than cooperation 
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 Cooperation among firms and their suppliers to improve product quality to 
boost demand, such as when Nintendo priced its Nintendo Entertainment 
System (NES) video games so that software developers earned a higher 
profit. This encouraged developers to invest heavily in developing high-
quality games; which in turn boosted overall demand for the NES system. 
In support of these ideas, Brandenburger and Nalebuff introduce the concept of the 
“Value Net” as a counterpart to Porter's Five Forces Model. The Value Net, which 
consists of suppliers, customers, competitors, and complementors (firms producing 
complementary goods and services), is similar to the five forces. Brandenburger and 
Nalebuff's admonition to perform a comprehensive analysis of the Value Net to 
prevent blind spots is also reminiscent of Porter. But whereas a five-forces analysis 
mainly assesses threats to profits, a Value Net analysis assesses opportunities. This 
important change does not nullify the five-forces approach, instead complements it. 
A complete five-forces analysis should, therefore, consider both the threats and 
opportunities each force poses. 
3.3. Slater and Olson Augmented Model 
After the introduction of the Porter’s five forces model, a substantial body of 
research has been compiled that either supports or complements the basic premises 
set by Porter. However industry dynamics have evolved in subtle and the world has 
moved closer to a global marketplace in many industries; technology has advanced 
rapidly and in unforeseen ways; deregulation has opened the door for aggressive 
forms of entrepreneurship; and the Internet has created an entirely new way to do 
business. In order to reflect these and other developments, Slater and Olson have 
constructed an augmented model, which reformulates Porter’s five forces model. 
Figure 3.3. presents Slater and Olson Augmented Model, which reconfigures Porter’s 
five original forces without removing any of them. For instance, the model combines 
substitutes and threat of new entry with traditional competitors into a single category 
as the “composite competitive rivalry force”. There are some other major revisions. 
First, the model explicitly considers the role of complementors. A market participant 
is a complementor if buyers value a company’s product more highly when they have 
access to the complementor’s product than if they do not (Slater and Olson, 2002). 
Second, the model considers the impact of changing market conditions - specifically, 
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market turbulence and market growth - on profitability and strategy. Third, it 
explicitly considers the market structure on the risk profiles of companies competing 
in a market. According to the model, risk is the variability of returns in a market.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3.3.  Slater and Olson Augmented Model  
Important topics included in the model are described in the following sections. 
3.3.1. Composite Competitive Rivalry 
Competitive rivalry is a force that appears to have the greatest influence on both ROI 
(Rate of Investment) potential and business - specific risk. The model includes 
competition by producers of substitute products and the threat posed by potential 
entrants. Rather than separating them into distinctive forces, it combines them 
because they are so highly interrelated. Separating them could obscure the 
interrelationships.  
Profitability 
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Strategy 
Suppliers 
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Market 
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Porter suggests that rivalry can be portrayed as falling on a continuum from civilized 
to cutthroat.  Cutthroat competition is often characterized by price wars, which, 
though good for buyers, are very damaging to industry profitability. Because price 
cuts can be quickly invoked, they can be quickly matched, which gives the firm 
initiating the cut only a temporary advantage and market share increase.  
Porter characterizes non-price competitive tactics like product development or 
advertising as more civilized rivalry.  
A major reason for substitutes and new entrants here is that these market players 
often instigate disruptive innovation. Incumbents must be alert to the threats posed 
by innovations coming from outside the market. In the long run, disruptive 
innovations have a greater potential to destroy incumbents' profitability.  
3.3.2. Complementors  
Brandenburger and Nalebuff (1996), as mentioned before, coined the term 
“complementor” based on a branch of economics that is concerned with the impact 
of network effects on market evolution. Network effects occur when the value of or 
demand for a product rises with the number of complementary products and the 
extent of their availability. Microsoft's Windows operating system is valuable to 
buyers partly because of the many applications that run on it.  
Microsoft's symbiotic relationships with application developers and Intel are the 
most visible examples of positive network effects. However, network effects are 
important in low-tech markets as well. The demand for shaving cream is closely 
linked to the demand for safety razors, and the demand for safety razors is related to 
improvements in the quality of shaving cream. These products complement one 
another; the value of either is dependent on the usefulness of the other.  
3.3.3. Market Change: Growth and Turbulence  
Market growth occurs as the result of growth in the number of market members, 
more purchases by the members, or the creation of a solution to a latent need (one 
that is evolving or unexpressed) in the market.  
While turbulence is a common characteristic of growth markets, it is also likely to 
characterize slower growing markets. Discussion of turbulence can be simplified by 
classifying it into one of two broad types (Slater and Olson, 2002): market 
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turbulence and competitive turbulence. Market Turbulence concerns primarily the 
rate of change in customers' needs and preferences and in the composition of the 
served market. Competitive turbulence concerns the rate at which other firms change 
their competitive methods, including the development and introduction of 
technological innovations.  
Not all markets are equal in their susceptibility to the disruptions caused by market 
or competitive turbulence. The presence of durable barriers to imitation is the most 
powerful deterrent to destructive turbulence. These barriers include patents, strong 
brand names, access to critical resources, scale economies, competencies that span 
numerous parts of the firm, and relationships with key suppliers or customers. They 
protect sellers from price competition and lead to a position of sustainable 
competitive advantage and the superior profitability that accrues to it.   
3.3.4. Strategic Positioning in Competitive Markets  
Different firms in a market will have different levels of power, depending on their 
resources and capabilities. Strategy formulation must be based on a firm's market 
position, not on some generic assessment of market structure.  
Create a market-focused organization: To stay even with or ahead of developments 
in their markets, firms must develop a market sensing capability, commonly referred 
to as a market orientation. Fundamental to such an orientation is organizational 
learning - a firm continuously generating knowledge about its target markets and 
reflecting that knowledge in its market behavior.  
Establish relationships with key customers and suppliers:  The development of strong 
relationships with key customers and suppliers follows naturally as a firm becomes 
market - focused. The most valuable and enduring relationships are built on a 
foundation of trust and common interest.  
Create new market space: One way to avoid head-to-head competition is by finding 
new market space that represents a new opportunity to create customer value. This is 
accomplished by closely examining all the key influences in the market's structure 
for hidden opportunities, influences such as strategic groups, buyer networks, 
complementors, substitute industries, and time.  
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Conceive of strategy as a series of real options: Strategic options analysis takes a 
broader and more realistic view of the investment decision. Combining the 
qualitative insights from strategic options analysis with the quantitative outputs from 
a discounted cash flow analysis gives managers a rich body of information upon 
which to make decisions. There will be times when the results from the two analyses 
will conflict.  
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4. INDUSTRY SEGMENTATION 
This study, actually, consists of two parts. In the first part, the difference between 
frequently confused terms of “market segmentation” and “industry segmentation” 
will be clearly identified. Next, the industry segmentation methodology will be 
investigated in detail. 
4.1. Market Segmentation 
Frederick first introduced the concept of segmentation in 1934 (Goller et al, 2002). 
Over the last 70 years it has attracted considerable interest from both academics and 
practitioners as the importance and benefits became apparent for consumer, business 
to business services, not for profit, social and societal marketing. Goller et al, (2002) 
classifies the academic research of segmentation into 4 main areas:  
 The development of segmentation bases and models  
 Research methodologies  
 The development and application of statistical analysis tools  
 Segmentation implementation 
The origins of the term can be traced back to Wendell Smith's article. In market 
segmentation, one distinguishes homogenous groups of customers who can be 
targeted in the same manner because they have similar needs and preferences. Smith 
(1956) defined: 
Market segmentation involves viewing a heterogeneous market as a number of smaller 
homogeneous markets, in response to differing preferences, attributable to the desires of 
customers for more precise satisfactions of their varying wants.  
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Perfectly Homogenous                Market Segments       Completely   
             Market              Heterogenous Market 
Figure 4.1. Disaggregation Versus Marketing Segmentation (Enis, 1977; from 
Bannon, 2004) 
This being an accurate definition to date, one of its most appealing aspects is that it 
presents segmentation as a conceptual model of the way a manager wishes to view a 
market. There are alternatives to segmentation, in particular one-to-one marketing in 
one extreme and mass marketing in the other. 
Bonoma and Shapiro (1983) give an accurate description of the core of market 
segmentation: 
Segmentation is the process of separating a market into groups of customers, prospective 
customers (prospects), or buying situations such as that the members of each resulting group 
are more like the other members of that group than like members of other segments.  
In the course of this separation, customers are grouped in segments that react to a 
concrete marketing mix with homogeneous buying behavior. The underlying 
hypothesis is that the benefits sought by customers are expressed by their buying 
behavior. Accordingly, a segment is defined as a group of customers who experience 
a similar problem and who react to market stimuli in the same way. For a firm, this 
means that different segments require different marketing activities. Such targeting 
can raise the prospect of success, i.e. the risk of wasting resources on customers who 
do not belong to the target segment will diminish. 
The distinction between product differentiation and market segmentation is an 
important distinction to note. Wendell Smith (1956) noted that product 
differentiation is supply led i.e. emanates from a production orientation whilst market 
segmentation is fundamentally of a marketing orientation driven by an understanding 
and knowledge of the customer. 
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4.1.1. Market Segmentation Process  
A market is not a mass of potential customers all with the same values, desires, 
aspirations and ability to be a customer for any given organization as mentioned 
before. However, customers’ attitudes can be grouped into sub-groups or segments of 
the whole market. Market segmentation can thus be viewed as the sub-dividing of a 
market into groups with similar attributes. A market segment will be valid if a 
company decides it is capable of delivering the specific requirements that match the 
success criteria for marketing to that segment and that the segment is sufficiently 
large to be attractive.  
Wind and Cardozo (1974), argue for a two-stage approach to the segmentation 
process: 
1. Identifying meaningful "macro segments" and  
2. Sub-dividing those "macro segments" into meaningful "micro segments" 
Variables forming the macro segments include:  
1. Industry  
2. Organizational characteristics (size, plant characteristics, location, economic 
factors, customers’ industry, competitive forces, purchasing factors) 
3. End-use markets  
4. Product application 
Micro segmentation variables include:  
1. Organizational variables (purchasing stage, customer experience stage, 
customer interaction needs, product innovativeness, organizational 
capabilities)  
2. Purchase situation variables (inventory requirements, purchase importance, 
purchasing policies, purchasing criteria, structure of the buying center)  
3. Individual variables (personal characteristics, power structure) 
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On the other hand, According to Bannon (2004), the major stages of the process are: 
1. Market Segmentation  
 Identify bases for segmenting the market  
 Develop profiles of resulting segments  
2. Market Targeting  
 Develop measures of segment attractiveness  
 Select the market segments  
3. Market Positioning  
 Develop positioning for each target segment  
 Develop marketing plans for each segment  
4. Implementation  
 Development of marketing plans to implement marketing segmentation  
 Evaluate the benefits derived from the activities and refine the process 
4.1.2. Segmentation Types 
Several authors have complained that there is no generally accepted and validated 
way to segment markets. However, four forms of market segmentation have emerged 
as the most popular:  
Geographic market segmentation: segmenting markets by geographic region, 
population density or climate.  
Demographic market segmentation: variables including age, sex, size and family 
type, income, educational level, race and nationality or combinations of them. 
Clearly defined segments can be identified using demographic variables. 
Psychographic market segmentation: involves the less easily measured social class 
and way of living or life - style variables. This form of segmentation attempts to 
incorporate part of the inner person or their underlying motivations into the 
understanding of the market.  
Behaviouristic market segmentation: This form of segmentation includes variables 
such as purchase occasion, benefits sought, user status, degree of usage and loyalty, 
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buyer readiness stage, and marketing focus sensitivity. A combination of 
psychographic and behavioural segmentation has also been proposed as a means of 
segmenting markets. 
A number of useful criteria to help guide researchers in selecting appropriate market 
segments have been identified (Plummer, 1974; Kotler, 1980): 
Measurability: The size, location and content of a segment can be easily measured 
Accessibility: The segment can be reached and effectively served 
Substantiality: The segment is sufficiently large and profitable to merit investment 
Actionability: Effective marketing strategies can be implemented to attract and serve 
the segments 
Determinant: Buyers’ decision factors can be clearly identified 
Appropriate: The basis of segmentation is viewed as being rational by management; 
Predictive: The segmentation basis links market behavior to segment membership. 
4.1.3. Strategic Group Concept for Improved Market Segmentation 
Current articles on market segmentation - in the sense of formation and selection of 
customer groups - focus only on customers. Competitors are accounted when the 
segment formation is completed. And in contrast to customer analysis, the 
methodological consideration of competitors is rather superficial and unsystematic. 
In this respect, the current approach of market segmentation in theory and practice 
generally reflects the one - sidedness of marketing. 
If competitor orientation is neglected, the assessment of segments or segmentation 
criteria using largely accepted requirements for market segments - like customer 
response, measurability, accessibility, substantiality, and temporal stability - can lead 
to disappointing results, since it cannot be stated that a segment fulfills the 
requirements without the consideration of actual and potential competitors: 
competitive behavior has a significant effect on the substantiality of segments and on 
their temporal stability. 
According to Söllner and Rese (2001), the results of segmentation could be 
improved considerably if they could get away from an exclusive customer 
orientation: 
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1. The consideration of competitive structure provides additional basic information 
on segment formation 
2. The consideration of competitive structure facilitates the selection of promising 
segments.  
Porter’s approach to industry analysis is quite similar to strategic group concept. 
Porter’s industry segmentation will be described in coming chapter. 
 A strategic group is a set of firms or business units, which pursue the same or a 
similar strategy with respect to central strategic dimensions (Porter, 1980).  Porter 
points out that the affiliation to a group does not reflect complete homogeneity. 
Strategic grouping is rather to be interpreted as an analytic tool. In this respect, a 
strategic group forms the "smallest common denominator" of similarity in 
competitive strategy. On the one hand, it is possible that the firms of a market form a 
single strategic group. On the other hand, in an extreme case, strategic groups could 
consist of only one member, with each firm following its individual strategy.  
4.2. Porter’s Industry Segmentation 
Industry segmentation analysis is almost the same as identifying and analyzing 
market segmentation. Market segmentation is focused on identifying buyer needs, 
purchasing preferences, and the marketing activities in a value chain. However, 
Industry segmentation combines market segment information with Porter Five Forces 
Model.  
Industries are not homogeneous. Segments of industry have a structure just as 
industries do, and the strength of the five competitive forces often differs from one 
part of an industry to another. Segments also frequently involve differing buyer value 
chains. Segments of an industry thus frequently differ widely in their structural 
attractiveness and in the requirements for competitive advantage in them. Crucial 
strategic questions a firm faces are 
 where does a firm compete in an industry and  
 in what segments of the industry will focus strategies be sustainable because 
barriers can be built between segments.  
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Industry segmentation is the division of an industry into subunits for purposes of 
developing competitive strategy. Industry segmentation for competitive strategy must 
be broader than the familiar notion of market segmentation, though encompassing it. 
Market segmentation is concerned with identifying differences in buyer needs and 
purchasing behavior, allowing a firm to serve segments that match its capabilities 
with distinct marketing programs. Market segmentation tends to focus on the 
marketing activities in the value chain. Industry segmentation encompasses the entire 
value chain. It also exposes the differences in structural attractiveness among 
segments, and the conflicts in serving segments simultaneously. This broader 
approach to segmentation can provide insights into new segmentation approaches 
and can be the basis of creating and sustaining competitive advantage.  
Industry segmentation is necessary to address the central question of competitive 
scope within an industry, or what segments of an industry a firm should serve and 
how it should serve them. It is also the basis for the choice of focus strategies, since 
it exposes segments that are poorly served by broadly - targeted competitors in which 
focus can be both sustainable and profitable. Broadly - targeted competitors must 
also understand industry segmentation, because it reveals areas where they are 
vulnerable to focusers and may suggest unattractive segments that are best left to 
competitors. Attention to segmentation from a strategic perspective is increasingly 
important because new developments in technology are altering some of the old rules 
of segmentation, with implications for both focusers and broadly - targeted firms. 
Porter’s industry segmentation part is quoted from the Porter (1985). 
4.2.1. Bases for Industry Segmentation  
An industry is a market in which similar or closely related products are sold to 
buyers. In some industries a single product variety is sold to all buyers. More 
typically, however, there are many existing or potential items in an industry's product 
line, distinguished by such characteristics as size, performance, and functions. 
Ancillary services (repair, installation, applications engineering) are also in fact 
distinct products that can be and often are provided separately from physical 
products. 
In some industries there is a single buyer (e.g., in defense and space industries). 
More typically, though, there are many existing or potential buyers. These buyers are 
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usually not all alike, but vary according to demographics, the characteristics of the 
industry in which they compete, location, and in other ways. Firms provide the link 
between products and buyers. Firms produce, sell, and deliver products through 
value chains in competition with each other. In some industries, there are 
independent distribution channels between firms and buyers involved in all or part of 
industry sales.  
The boundaries of an industry are frequently in flux. Product lines are rarely static. 
Firms can create new product varieties that perform new functions, combine 
functions in new ways, or split off particular functions into separate products. 
Similarly, new buyers can become part of an industry, existing buyers can drop out, 
or buyers may alter their purchasing behavior. The current array of products and 
buyers reflects the products that firms have chosen to introduce and the buyers that 
have chosen to buy them, and not the products and buyers that an industry could 
potentially encompass.  
4.2.1.1. Structural Differences And Segmentation 
Differences in products or buyers create industry segments if they alter one or more 
of the five competitive forces. Structural analysis can also be applied to industry 
segments; the same five forces are at work. Economies of scale or supplier power, 
for example, can vary among product varieties even if they are sold to the same 
buyer. A given buyer may also possess differing propensities to substitute for 
different product varieties. Similarly, the power of buyers or the threat of substitution 
for the same product variety can differ from buyer to buyer. Figure 5 represents 
schematically how the five forces can vary by segment. 
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Figure 4.2. Differences in the Five Forces Among Segments 
Both product varieties and buyers in an industry can potentially differ in all five of 
the competitive forces. Even supplier power can vary for the same product variety 
depending on the end buyer’s identity.  
4.2.1.2. Value Chain Differences and Segmentation 
Differences in products and buyers also create segments if they affect the 
requirements for competitive advantage. The value chain can be used to diagnose 
this. Differences in product varieties or buyers lead to segments if:  
 they affect the drivers of cost or uniqueness in the firm’s value chain  
 they change the required configuration of the firm’s value chain  
 they imply differences in the buyer’s value chain  
4.2.1.3. The Array of Industry Segments 
In theory, every individual buyer or product variety in an industry could be a 
segment, because the five forces or the value chain were somehow different for each. 
In practice, however, product varieties and buyers should be grouped into categories 
that reflect their important differences. Deciding how to group products and buyers 
to capture the most important differences is a key to good segmentation. 
An industry segment is always a combination of a product variety (or varieties) and 
some group of buyers who purchase it. In some cases, buyers do not have important 
structural differences and segments are defined by product varieties, and vice versa. 
Usually, however, structural differences in both product varieties and buyers are 
Product 
Varieties 
 40 
present in industries, leading to segments consisting of a subset of products sold to a 
subset of buyers. Note that product varieties are often associated with particular types 
of buyers that purchase them. 
4.2.1.4. Segmentation Variables  
To segment an industry, each discrete product variety (and potential variety) in an 
industry should be identified and examined for structural or value chain differences 
from others. Product varieties can be used directly as segmentation variables. Buyer 
segments can be identified in a similar fashion, by examining all the buyers in 
industry and probing for structural or value chain differences among them. Since 
buyers vary in a multiplicity of ways, experience has shown that a good starting point 
in identifying buyer segments is to look for buyer differences along three broad and 
observable dimensions: buyer type, buyer geographic location, and distribution 
channel employed.  
To segment an industry, four observable classes of segmentation variables are used 
either individually or in combination to capture differences among producers and 
buyers. In any given industry, any or all of these variables can define strategically 
relevant segments:  
 Product variety: The discrete product varieties that are, or could be, produced.  
 Buyer type: The types of end buyers that purchase, or could purchase, the 
industry’s products.  
 Channel (immediate buyer): The alternative distribution channels employed 
or potentially employed to reach end buyers.  
 Geographic buyer location: The geographic location of buyers, defined by 
locality, region, country, or group of countries. 
Identifying segmentation variables is perhaps the most creative part of segmenting an 
industry; because it involves conceiving of dimensions along which products and 
buyers differ that carry important structural or value chain implications. This requires 
a clear understanding of industry structure as well as the firm’s and the buyer’s value 
chain.  
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Product segments: 
In order to identify product segments, all the physically distinct product potentially 
produced by an industry should be isolated, including ancillary services that could 
feasibly be offered separately from the product. Replacement parts are also a distinct 
product variety. Groups or bundles of products that can be sold together as package 
should also be identified as a product variety, in addition to the items currently sold 
separately. In industries where the product requires service, there are often three 
product varieties - the product sold separately, service sold separately, and the 
product and service sold together. In many industries, the list of product varieties that 
results from going through such a process is quite long. 
Some of the most typical product differences that are good proxies for structural or 
value chain differences that define segments are as follows: 
Physical size: Size is often a proxy for technological complexity or how a product is 
used, both of which affect the possibilities for differentiation. For example, different 
sized forklifts are typically used for different applications. Different sized varieties 
must often be manufactured on different machines, and require different components.  
Price level: The price level of product varieties is often associated with buyer price 
sensitivity. Price also serves as a good proxy in some industries for the design and 
nature of manufacturing or selling value activities.  
Features: Product varieties with different features may be associated with different 
levels of technological sophistication, different production processes, and different 
suppliers.  
Technology or design: Differences in technology among product varieties can 
involve different levels of technological complexity, different production processes, 
and other factors.  
Inputs employed: Sometimes product varieties differ significantly in their use of raw 
materials or other inputs (e.g., plastic versus metal parts). Such differences often 
have implications for the manufacturing process or supplier bargaining power.  
Packaging: Varieties may differ in the way they are packaged and subsequently 
delivered, such as in bulk versus bagged sugar or draft versus canned beer. This 
translates into value chain differences in both the firm and buyers.  
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Performance:  Performance differences such as pressure rating, fuel economy, and 
accuracy are related to the technology and design of product varieties, and often 
reflect differences in R&D, manufacturing sophistication, and testing.  
New versus aftermarket or replacement: Replacement products often go through 
entirely different downstream value chains than identical new products, and may be 
different in other ways such as buyer price sensitivity, switching costs, and required 
delivery time.  
Product versus ancillary services or equipment: The distinction between a product 
and ancillary products or services is often a key indicator of price sensitivity, 
differentiability, switching costs, and the value chain required to provide them.  
Bundled versus unbundled: Selling various products as a package (bundle) versus 
selling individual items (unbundled) can have implications for mobility barriers, the 
ability to differentiate, and the value chain required. 
The product differences that are most meaningful for industry segmentation are those 
that reflect the most important structural differences. There are often a number of 
different product descriptors that are related. Price level, technology, and 
performance may all be correlated, for example, and reflect the same basic 
differences among products. If each descriptor is measuring the same difference, the 
measure that most closely measures or proxies the structural or value chain 
differences should be chosen.  
Buyer segments: 
To identify buyer segments, all the different types of end buyers to which an industry 
sells must be examined for important structural or value chain differences. In most 
industries, there are several ways in which buyers can be classified. In consumer 
goods, for example, some key factors include age, income, household size and 
decision maker. In industrial, commercial, or institutional products, buyer size, 
technological sophistication, and nature of use for the product are among the factors 
that distinguish buyers. Since consumer goods buyers are out of topic of the study, 
only industrial and commercial buyers will be described. 
Common factors which serve as proxies for structural or value chain differences that 
distinguish buyer segments among industrial and commercial buyers are as follows: 
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Buyer industry: The buyer’s industry is often a proxy for how a product is used in the 
buyer’s value chain and what fraction of total purchases it represents. Differences 
such as these can affect factors like price sensitivity, susceptibility to substitution, 
and the cost of supplying the buyer. 
Buyer's strategy (e.g., differentiation versus cost leadership): A buyer's competitive 
strategy is often an important indicator of how a product is used and of price 
sensitivity, among other things. Strategy shapes the buyer's value chain and the role a 
product plays in it. For example, a differentiated high - margin food processor is 
more concerned with ingredient quality and consistency than a private label food 
manufacturer that competes on cost.  
Technological sophistication: A buyer's technological sophistication can be an 
important indicator of its susceptibility to differentiation and resulting price 
sensitivity.  
OEM versus user: Original equipment manufacturers (OEMs) that incorporate a 
product into their product and sell it to other firms often have differing levels of price 
sensitivity and sophistication than firms that use the product themselves.  
Vertical integration: Whether a buyer is partially integrated into the product or into 
ancillary or related products can greatly affect the buyer's bargaining power and a 
firm's ability to differentiate itself.  
Decision - making unit or purchasing process: The particular individuals involved in 
the decision-making process can have a major impact on the sophistication of the 
purchase decision, the desired product attributes, and price sensitivity. Some users of 
electronic components purchase through trained and dedicated purchasing agents, for 
example, and are much more price-sensitive than other component buyers that 
employ engineers. 
Size: A buyer's size can indicate its bargaining power. Sometimes order size is the 
relevant measure of size, while in some industries it may be total annual purchases. 
In still other cases company size may be the best determinant of bargaining power 
and purchasing procedures.  
Ownership: The ownership structure of a buyer firm may have a major impact on its 
motivations. Private companies may value different product characteristics than 
public companies.  
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Financial strength: A buyer's profitability and financial resources can determine its 
price sensitivity, need for credit, and frequency of purchase.  
Order pattern: Buyers can differ in their ordering pattern in ways that affect buyer 
bargaining power or the value chain required to supply them. Buyers that place 
regular and predictable orders, for example, may be much less costly to serve than 
those whose orders come at erratic intervals.  
Channel segments:  
In order to identify segments based on channels, all existing and feasible channels 
through which a product can or does reach buyers should be identified. The channel 
employed usually has implications for how a firm configures its value chain and the 
vertical linkages that are present. The channel can also reflect factors, which are 
important cost drivers such as order size, shipment size, and lead-time.  
Typical differences in channels that define segments include:  
Direct versus distributors: Selling direct removes the need to gain access to channels 
and may imply a very different value chain than selling through distributors.  
Direct mail versus retail (or wholesale): Direct mail eliminates the potential 
bargaining power of the intermediate channel. It also usually carries implications for 
value activities such as the logistical system.  
Distributors versus brokers: Brokers typically do not hold inventory and may handle 
a different product line than distributors.  
Types of distributors or retailers:  Products may be sold through retailers or 
distributors of very different types, which carry different assortments and have 
different strategies and purchasing processes.  
Exclusive versus nonexclusive outlets: Exclusivity may affect a channel's bargaining 
power and also the activities performed by the channel versus those performed by the 
firm.  
Geographic segments:  
Geographic location can affect both buyer needs and the costs of serving buyers. 
Geographic location may be important directly as a cost driver and may also affect 
the value chain required to reach the buyer. Geographic location also frequently 
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serves as a proxy for desired product attributes due to differences in weather, 
customs, government regulation, and the like. Typical geographic segments are based 
on variables such as the following:  
Localities, regions or countries: Geographic areas may have differences in such areas 
as transportation systems and regulations. Geographic buyer location also plays a key 
role in defining scale economies. In food distribution, metropolitan areas are the 
appropriate segments because of dense customer and use of trucks for local delivery.  
Weather zones: Climatic conditions often have a strong impact on product needs or 
on the value chain required to serve an area.  
Stage of country development or other country groupings: Buyers located in 
developing countries may have very different needs than those in developed 
countries. In addition, packaging, logistical systems, marketing systems, and many 
other aspects of the value chain may differ significantly. Similarly, other groupings 
of countries may expose similarities that define segments.  
4.2.2. Industry Segmentation Matrix  
Having identified the relevant segmentation variables with structural or value chain 
implications, the next task is to combine them into an overall segmentation of the 
industry. The task is usually difficult because there are many relevant segmentation 
variables - in some industries there can be dozens. The challenge is to distill these 
variables into the most meaningful segments for developing competitive strategy.  
The first step in the distillation process is to apply a significance test to each 
segmentation variable. Only those variables with a truly significant impact on the 
sources of competitive advantage or industry structure should be isolated for strategic 
analysis. Other less important, though still meaningful, segmentation variables that 
are identified can be used for fine-tuning in marketing or operations management.  
The basic tool for translating the remaining variables into segmentation is the 
industry segmentation matrix (Porter, 1985). A simple segmentation matrix is based 
on two segmentation variables is shown in Figure 4.3, illustrating the oil field 
equipment industry in which the size of the buyer oil company and the stage of 
development of the country in which the buyer is headquartered have been identified 
as the two segmentation variables.  
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Figure 4.3. A Simple Industry Segmentation Matrix for an Oil Field Equipment 
Industry (Porter, 1985) 
4.2.2.1. Combining Segmentation Matrices  
To move from a number of segmentation variables to the most meaningful 
segmentation matrices, the first step is to probe the relationships among the 
segmentation variables. The number of important segmentation variables can be 
reduced by collapsing segmentation variables together that are correlated. 
Segmentation variables that are highly correlated can be combined, because one 
variable is a surrogate for the effect of the other. 
The significant and independent segmentation variables that remain after the process 
described above represent the potential axes for industry segmentation matrices. 
Where there are more than two segmentation variables, the industry segmentation 
matrix will no longer fit on a two - dimensional page. One way of proceeding is to 
construct a number of different segmentation matrices for each pair of variables. 
Each of these matrices can then be analyzed for its strategic implications. This 
approach is not fully satisfactory, however, because meaningful segments may be the 
result of combining more than two segmentation variables and may be overlooked.  
To deal with more than two segmentation variables, it is usually useful to create 
combined segmentation matrices. The process is illustrated in Figure 4.4. 
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Figure 4.4. Combined Segmentation Matrix for an Oil Field Equipment 
Industry (Porter, 1985) 
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After combining segmentation variables of the same broad category, one proceeds to 
combine variables in different categories. In doing so, it is usually best to create a 
segmentation matrix in which one axis reflects the combined product segmentation 
variables and the other axis combines all the buyer-related variables (buyer type, 
channel, geography). Where the number of segmentation variables is manageable, it 
is possible using this procedure to construct one two-dimensional industry 
segmentation matrix. This matrix may be quite large, but has the advantage of 
displaying the entire industry in a way that facilitates strategic analysis.  
A segmentation matrix should be tested by examining the strategies of competitors. 
If the scope of competitors' activities is plotted on the matrix, new segments or 
segmentation variables may be exposed. Conversely, competitors' activities may 
draw attention to segments that must inevitably be served together.  
4.2.2.2. The Industry Segmentation Process 
1.Identify the discrete product varieties, buyer types, channels, and geographic areas 
in the industry that have implications for structure or competitive advantage  
2.Reduce the number of segmentation variables by applying the significance test  
3.Identify the most meaningful discrete categories for each variable  
4.Reduce the number of segmentation variables further through collapsing correlated 
variables together  
5.Plot two-dimensional segmentation matrices for pairs of variables and eliminate 
correlated variables and null segments  
6.Combine these segmentation matrices into one or two overall industry 
segmentation matrices   
7.Test the matrices by locating competitors on them  
4.2.2.3. Industry Segmentation and Competitive Strategy  
Industry segments differ in their attractiveness and the sources of competitive 
advantage for competing in them. The key strategic questions are:  
 where in the industry a firm should compete? 
 how its strategy should reflect this segmentation? 
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A firm can adopt a broadly - targeted strategy that addresses many segments, or 
exclusively address a small number of segments in a focus strategy. A broadly - 
targeted firm must also be aware of the vulnerabilities it faces because segments have 
structural differences, just as a focused firm must recognize and deal with the threat 
of broadly - targeted firms competing in its segment or segments together with 
others. Segmentation is also dynamic and must change to reflect structural changes.  
4.2.3. Attractiveness of A Segment  
The first issue in deciding where to compete in an industry is the attractiveness of the 
various segments. The attractiveness of a segment is a function of its structural 
attractiveness, its size and growth, and the match between a firm's capabilities and 
the segment's needs.  
4.2.3.1. Structural Attractiveness 
The structural attractiveness of a segment is a function of the strength of the five 
competitive forces at the segment level. The analysis of the five forces at the segment 
level is somewhat different than at the industry level. In a segment, potential entrants 
include firms serving other segments, as well as firms not presently in the industry. 
Substitutes for the product variety in a segment are often other product varieties in 
the industry, as well as products produced by other industries. Rivalry in a segment 
involves both firms focusing exclusively on the segment and firms that serve other 
segments well. Buyer and supplier power tend to be more segment-specific, but may 
well be influenced by buyer purchases in other segments or supplier sales to other 
segments. Thus the structural analysis of a segment is usually influenced heavily by 
conditions in other segments, more so than the structural analysis of an industry is 
affected by other industries.  
Analyzing the attractiveness of each segment is an important first step in deciding 
where to compete. As a test of the analysis, it is often quite illuminating to compute a 
firm's profitability in the various segments in which it competes and to compare this 
to both the structural analysis and any industry profitability data by segment that are 
available. Existing segment profitability is not necessarily an indication of potential 
profitability, however, because a firm may not be optimizing its strategy for each 
segment or, for that matter, for any segment.  
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4.2.3.2. Segment Size and Growth  
Segments will frequently differ in their absolute size and growth rate. Size and 
growth will be important in their own right to the choice of where to compete. Size 
and growth also have an impact on structural attractiveness. The expected growth 
rate of each segment is important to rivalry and to the threat of entry, while size may 
affect the attractiveness of a segment to large competitors. Sometimes firms can 
sustain a position in smaller segments because large firms are not interested in them.  
4.2.3.3. Firm Position for A Segment  
A firm's resources and skills, reflected in its value chain, will usually be better suited 
to some segments than others, influencing the attractiveness of a segment for a 
particular firm. Each segment will have somewhat different requirements for 
competitive advantage that are highlighted in constructing the segmentation matrix.  
Segments are related where activities in the value chain can be shared  in competing 
in them. There are often many opportunities to share value activities among 
segments. For example, the same sales force can sell to different buyer types, or the 
same manufacturing facilities can produce different product varieties.  
Interrelationships among segments are strategically important where the benefits of 
sharing value activities exceed the cost of sharing. Sharing value activities leads to 
the greatest benefit if the cost of a value activity is subject to significant economies 
of scale or learning, or sharing allows a firm to improve the pattern of capacity 
utilization of the value activity. Economies of scale or learning in a value activity 
imply that sharing across segments may yield a cost advantage relative to single-
segment competitors. Sharing activities among segments is also beneficial where it 
increases differentiation in the value activity or lowers the cost of differentiation. 
Sharing a value activity is most important to differentiation where the value activity 
has a significant impact on differentiation and sharing allows a significant 
improvement in uniqueness or a significant reduction in the cost of providing it. The 
firm with a shared service organization across segments, for example, will gain an 
advantage over the single segment competitor if service is vital to differentiation and 
sharing lowers the cost of hiring better service personnel. Sharing a brand name 
across segments is also often a source of differentiation.  
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A good way to test a firm's understanding of interrelationships among segments is to 
plot competitors on the segmentation matrix. If all competitors in one segment also 
compete in another, chances are good that strong interrelationships are present. By 
looking at the pattern of competitors, one can often gain insight into the pattern of 
interrelationships. However, competitors may well have failed to recognize or exploit 
all segment interrelationships. 
4.2.3.4. Segment Interrelationships and Broadly - Targeted Strategies  
Interrelationships among segments provide the strategic logic for broadly - targeted 
strategies that encompass multiple segments if they lead to a net competitive 
advantage. Strong interrelationships among segments define the cluster of segments a 
firm should serve. Strong interrelationships will also define the logical paths of 
mobility of firms in the industry from one segment to another. A firm competing in 
one segment will be most likely to enter other segments where there are strong 
interrelationships.  
4.2.3.5. Focus Strategies 
Focus strategies rest on differences among segments, either differences in the firm's 
optimal value chain or differences in the buyer value chain that lead to differing 
purchase criteria. The existence of costs of coordination, compromise, or inflexibility 
in serving multiple segments is the strategic underpinning of sustainable focus 
strategies. By optimizing its value chain for only one or a few segments, the focuser 
achieves cost leadership or differentiation in its segment or segments compared to 
more broadly - targeted firms that must compromise. Focus strategies involve the 
entire value chain and not just marketing activities, as in market segmentation 
(Porter, 1985). 
 Focus strategies can encompass more than one segment and encompass several 
segments with strong interrelationships. However, the ability of a firm to optimize 
for any segment is generally diminished by broadening the target. Note that a firm 
can focus within an industry at the same time as it achieves interrelationships with 
business units competing in other industries that do not force it to compromise in 
serving the target segments.  
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As noted above, focus strategies involving several segments rest on the presence of 
strong interrelationships among the segments that outweigh the sub optimization of 
serving more than one.  
4.2.3.6. The Sustainability of a Focus Strategy  
A final issue in choosing a focus strategy is the sustainability of the focus strategy 
against competitors. The sustainability of a focus strategy is determined by three 
factors:  
Sustainability against broadly - targeted competitors: The size and sustainability of 
the competitive advantage created through focus strategy against more broadly -
targeted competitors.  
Sustainability against imitators: The mobility barriers to imitating the focus strategy. 
Sustainability against segment substitution: The risk that buyers will be drawn away 
to other segments where the focuser does not serve. 
Sustainability against broadly - targeted competitors : 
Broadly - targeted competitors may either already compete in a focuser's segment or 
be potential entrants to the segment as an extension of their existing base in other 
segments. The focuser's competitive advantage over a more broadly - targeted 
competitor is a function of:  
 the degree of compromise a broadly - targeted competitor faces in serving the 
focuser's segments and other segments at the same time  
 the competitive advantage of sharing value activities with other segments in 
which the broadly - targeted competitor operates. 
Sustainability against imitators:  
The second type of risk facing a focuser is that another firm will choose to replicate 
the focus strategy, either a firm new to the industry or one dissatisfied with its 
existing strategy. The sustainability of a focus strategy against imitators is based on 
the sustainability of the competitive advantage a focuser possesses. The height of the 
barriers against imitation of a focus strategy thus depends on the structure of the 
particular segment.  
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Sustainability against segment substitution:  
The final determinant of the sustainability of a focus strategy is the risk of segment 
substitution. A focus strategy concentrating on a segment is vulnerable to the 
disappearance of that segment. This may be the result of changes in the environment, 
technology, or competitor behavior. Competitors often attempt to shift demand away 
from a focuser's segments through techniques such as marketing, technological 
innovation, or even lobbying for government standards that worsen conditions in the 
segment. Where a focuser faces competitors serving much larger segments, there is a 
risk that their advertising spending and other marketing may shape buyer attitudes 
and lead buyers away from the focuser's segment.  
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5. MANAGEMENT TRAINING AND CONSULTANCY INDUSTRY 
“To many onlookers the work of management consultants is a bit of mystery. This is 
understandable because management consultancy is not precise, concrete, predictable or 
standardized. It is not a tangible product but rather a process of working with someone else's 
problem that can produce tangible and intangible outcomes…Management consultancy is not 
an exact science.” (Kehoe, 1988). 
Consultancy is one of the biggest, most influential and most pervasive industries in 
the world today. Almost every major corporation uses consultants on a regular basis. 
According to McGovern and Russel (2001), independent consultants, free agents 
and interim managers are transforming the world of work. 
Clients are well aware that a few weeks of a consultant's time can be the equivalent 
of a full-time employee's costs for an entire year; that a consultant's salary may be 
higher than their own; that the consultant can always walk away from a problem, 
leaving the manager to pick up the pieces. Moreover, the output of many consulting 
assignments can be so intangible: how do you measure the value of someone who 
has facilitated a process?  
Over the last decade, the consulting industry has responded to such criticisms in a 
variety of ways. Some firms have strived to make their output more concrete, by 
commoditizing their services, and by moving away from purely process-orientated 
roles. Others have sought to find alternative payment terms, where fees are tied to 
measurable outcomes.  
Management consultants provide a critical resource to their clients. This unbiased 
viewpoint allows consultants the freedom to examine their clients from all angles, 
including those beyond the scope of the organization to improve the performance of 
client organizations and their value. Consultants can function as a "devil's advocate" 
challenging the current operation of the corporation to pinpoint weaknesses and 
strengths. This comprehensive analysis results in recommendations tailored towards 
client needs, providing best practices and ideas for improvement. The end result 
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improves client functionality, effectiveness, quality of decision -making, and ability 
to achieve their goals. 
5.1. Fundamental Definitions in the Industry 
The International Council of Management Consulting Institutes provides following 
definitions: 
Management Consulting: The rendering of independent advice and assistance about 
the process of management to clients with management responsibilities.  
Management Consultant: An individual who provides independent advice and 
assistance about the process of management to clients with management 
responsibilities.  
Professional Management Consultant: A management consultant who views 
management consulting as a profession, who strives for self - improvement in the 
process of both management and management consulting and who subscribes to the 
code of ethics of a professional body of management consultants.  
5.2. Benefits of Training and Management Consultancy 
According to Management Consultants Association of Turkey, benefits of 
management consultancy are  
 Customers gain “know-how”, learn and implement best practices in the 
industry 
 Customers focus on the important and right topics  
 Consultants make changes and improvements possible and accelerate it. 
 As an outside eye, consultants produce balanced and practical solutions. 
5.3. Value Based Consulting  
In many respects, the objectives of clients and consultants differ, and sometimes they 
are diametrically opposed. Value-based consulting aims to reconcile the objectives of 
each side. Czerniawska (2002) explains many things that clients want, contrasts to 
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what consulting firms want, and marks the path to reconciliation via value-based 
consulting.  
Clients perceive value in a consulting firm when they  
 hire the right firm to  
 do the right project, and it is  
 delivered in the right way;  
According to Weiss (2002), consultants should focus on the value they deliver to 
clients and price their services accordingly. The numbers of hours it takes to do a 
consulting job bears little or no relationship to the value delivered to the client. Thus, 
it should be focused on the results clients get, not the activities. 
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6. DEVELOPMENT AND IMPLEMENTATION OF THE PROPOSED 
MODEL IN TRAINING AND CONSULTANCY INDUSTRY 
Porter’s Five Competitive Forces Model has an invaluable contribution to the 
industry analysis, and hence competitive strategy. Porter has presented a convenient 
framework for exploring the economic factors that affect the industry. Although 
there were numerous critics made for the model, only Adam Brandenburger and 
Barry Nalebuff (1996) made a significant addition to the model. They have 
described the firm’s “value-net” which includes suppliers, distributors and 
competitors. Whereas Porter’s approach for how suppliers, distributors and 
competitors might destroy a firm’s profits, Brandenburger and Nalebuff’s key insight 
was that these firms often enhance firm profits. 
Porter’s Five Competitive Forces Model has several limitations. Some limitations 
will be described in this part: 
 The model pays little attention to the factors that might affect demand. While 
it accounts for the availability and prices of complementary and substitute 
products, it ignores changes in consumer income, tastes and firm strategies 
for boosting demand, such as advertising. 
 The model focuses on a whole industry rather than on that industry’s 
individual firms.  
 The model is qualitative. For example, an analysis of industry structure may 
suggest that the threat of entry is high, but the framework does not show how 
to estimate the probability of entry.  
In order to make the framework more quantitative, three industry analysis models, 
Porter’s five forces model, coopetition and Slater-Olson augmented model have been 
combined. All industry-affecting factors explained by these three models are placed 
on template tables, one table for each Porter’s force. Nevertheless, Porter’s five 
forces model construct the fundamental structure of the proposed model. Suggestions 
of other models are combined with this fundamental model up to some extent. 
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Template tables are shown in Appendix A. The main assumption made in study is 
that all items in the template tables are assumed equally weighted. Determination of 
each item in the tables is subject of another study. 
After construction of generic template tables, current values of each factor in the 
template tables will be conversed to universal generic values through the evaluation 
tables. Universal generic evaluation table is a scale which evaluates everything over 
9 points on a likert scale as in Table 6.1. A likert scale measures the extent to which 
a person agrees or disagrees with the question. 
Table 6.1. Universal Generic Evaluation Scale 
Evaluation Point Description of the Evaluation Point 
1 Very Low 
2 Very Low to Low 
3 Low 
4 Low To Medium 
5 Medium 
6 Medium to High 
7 High 
8 High to Very High 
9 Very High 
This generic evaluation scale will be used as universally during the study. All factors, 
results, will be evaluated according to this scale.  
All template tables in Appendix A, one table for each Porter’s competitive force, 
include 3 main columns: 
Current Values Column: Current values of the related factors, which obtained from 
industry investigation, are written on that part.  
Unit Column: Units of current values are written on that part. 
Evaluation Point Column: Current values will be converted to universal evaluation 
points through evaluation scale. This part is a little confusing. Evaluation point 
means current values of the item causes this amount of threat in the related factor. In 
other words, level of threat results from the related item in the mentioned 
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competitive force is defined through the evaluation tables and generic evaluation 
scale.  
Conversion of current values to universal evaluation points is very difficult process. 
In order to construct evaluation points which convert current values to the universal 
generic evaluation points, evaluators will require a great deal of industry data.  One 
of the main inadequacies of this study is that there is not any agency or institution 
that collects required industry data. This makes the study construct some 
assumptions. Nevertheless, the study should be appreciated due to putting together a 
great deal of industry data and analysis in Turkey. 
6.1. Collection of Industry Data   
Collection of industry data is one of the most important steps in industry analysis. 
Because, a healthy analysis is possible only with a great deal of industry data. Data 
required for the industry analysis could be obtained from several resources. 
Fundamental data resources are 
1. Web Sites of The Related Companies on The Internet 
2. State Statistical Institute 
3. Press News Investigation 
4. Industry Trade Magazines  
5. Industry Handbooks and Almanacs 
6. Intelligence by Persons in Our Network 
7. Conferences, Congress, Panels 
8. Direct Mailing, Survey 
9. Foundations 
10. Associations 
11. Unions 
12. Trade Unions 
13. Labor Unions 
14. Other Unions 
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15. Universities 
16. Annual Reports of Similar Companies Quoted in Stock Market 
17. Related Government Sources 
18. Trade and Industry Chambers 
19. Standard Industrial Classification Manual 
20. Consulting Firms 
21. State Tender Institution 
22. Similar Foreign Institutions 
In this study all 21 resources in Turkey and similar foreign institutions are contacted. 
However, the most significant proportion of data has come from web sites of the 
training and consultancy companies on the Internet and State Statistical Institute. The 
most recent data, which is provided by State Statistical Institute, belongs to year 
2001.  
In the following section, Porter industry segmentation model will be implemented to 
the management training and consultancy industry to determine structurally different 
segments in the industry. The main contribution of the study, conversion of current 
values to universal generic evaluation values through the evaluation tables, will be 
combined with Porter’s segmentation model in the next sections. 
6.2. Implementation of Porter Industry Segmentation Model in Management 
Training and Consultancy Industry 
Management training and consultancy industry will be separated to the segments 
through the Porter industry segmentation model. As a first step, industry data are 
collected from the resources mentioned before. In the study, 176 training and 
consulting institutions including private companies, non-governmental organizations, 
and public institutions, have been investigated. Investigation includes all top and 
leading institutions and is realized especially with Internet search where web sites of 
all institutions are scanned. When the required data is not obtained through web site, 
the second mostly used method, direct phone method, is used. In this method, an 
authorized person in the institution is dialed and asked the required questions. Survey 
includes questions in Table 6.2. 
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Table 6.2. Questions in the Industry Analysis Survey 
1. Name of the Institution 
2. Foundation Date 
3. Offered Products and Services 
4. Organized Congress, Conferences and Sponsorships 
5. Web Site Related Questions 
a. Is there an English section? 
b. Is there a bulletin? 
c. Is there a part, which informs web site visitors about related changes 
      and developments in the world? 
d. Is news section updated? 
6. Institution Type 
7. City of Headquarter  
8. Number of Trainers and Consultants 
9. Qualifications of Trainers and Consultants 
10. Web Site Address 
11. Current Training and Consultancy Prices 
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6.2.1. Identification of Product and Buyer Varieties  
As explained before, industry segmentation matrix has two basic components (or 
axes): Buyers and products/services variety. 
In this study “product” term will be used as common name for both “product” and 
“service”.  
Management training and consultancy industry serves all industries due to its natural 
structure. Any firm in any industry may feel need to the products and services 
offered by management training and consultancy institutions. Therefore, it does not 
have any specific customer, in any specific industry. Since buyers do not have any 
effect on the industry segmentation matrix, segmentation will be based on product 
varieties. In other words, product varieties will be used directly as single 
segmentation variable.  
All products collected from 176 institutions in the industry are shown in Appendix B.  
After obtaining raw data, products are classified according to their five forces 
structural differences and value chain differences.  
As seen in Appendix B, there are more than 400 different types of products in the 
industry.  Products have been classified as 19 discrete product varieties for their five 
forces structural or value chain similarities. In order to test value chain differences, 
similarity test should be conducted.  
In the similarity test, each product variety pair is compared with each other according 
to their value chain similarity.  
Value chain similarity is considered as 
 Differences in product varieties affect the drivers of cost or uniqueness in the 
firm's value chain  
 Differences in product varieties change the required configuration of the 
firm's value chain  
 Differences in product varieties imply differences in the buyer's value chain 
Similarity of each pair is evaluated through universal generic evaluation scale in 
Table 6.3.  
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Table 6.3. Value Chain Similarity Scale 
Similarity of Each Pair Evaluation  
Point 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
If similarity evaluation point is equal to or greater than 6, then related pairs will be 
assumed as the same product variety, otherwise they will be assumed as different 
product variety. Evaluations are performed by a compact specialists group, which 
consists of 2 - 4 members. The selection of compact group has a significant effect on 
the analysis. Because all results indicate beliefs and views of the compact group. 
This group constructs all evaluation tables. For example, assume that 500,000 YTL is 
yearly average capital requirement for the industry. If a company, which would like 
to enter into the industry, thinks they could earn 700,000 YTL revenue/year. How 
can you determine the threat of entry. At that point, the compact group has 
constructed evaluation tables, which show threat of entry for each level of average 
yearly capital requirement. Therefore, the compact group should be chosen from 
experienced industry specialists. In the study, when items are evaluated, the compact 
group has not evaluated each item individually. Instead, they have negotiated and 
determined a common shared value. However, in order to make the evaluations more 
quickly, the negotiation step might be skipped and average of individual evaluations 
is written on the table. As seen in Table 6.4, there is not any pair which has an 
evaluation point greater than 6. Therefore, it is concluded that there are 19 product 
varieties, each have different value chain structure. 
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Table 6.4. Value Chain Similarity Test 
 
P
ro
d
. 
&
 P
ro
c.
 
G
en
er
al
 M
an
. 
S
tu
d
y
 b
ro
ad
 
M
A
  
F
in
. 
M
an
. 
In
t.
 B
u
si
n
es
s 
P
er
so
n
al
 D
. 
T
ea
m
 D
. 
H
R
 
C
er
ti
fi
ca
ti
o
n
 
Product and 
Process Devel. 
- 4 1 1 1 1 1 1 1 1 
Gen. Man.  - 1 3 3 3 2 2 3 3 
Study Abroad   - 1 1 1 1 1 1 1 
M&A    - 3 2 1 1 1 1 
Financial 
Management 
    - 5 1 1 1 1 
Int. Business      - 1 1 1 1 
Personal 
Development 
      - 4 2 1 
Team 
Development 
       - 2 1 
HR         - 1 
Certification          - 
Research 
          
Sales& 
Marketing 
          
Advertisement 
&Public 
Research 
          
Search 
Conferences 
          
Organization 
Services 
          
Law and 
Regulation 
          
Technology 
Consulting 
          
Intermediation  
          
Health Industry  
          
 65 
Table 6.4. Value Chain Similarity Test (Contd.) 
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Members of each product variety are more like the other members of the variety than 
like members of other product varieties. This step is similar to Bonoma and 
Shapiro’s (1983) segmentation definition. The latest product variety, called as other 
products and services, contains discrete products they don’t have any acceptable 
similarity with other products and product varieties. 
6.2.2. Reducing the Number of Segmentation Variables Through         
Significance Test 
After identifying the relevant segmentation variable categories (product varieties) 
through value chain implications, the compact group has assumed that product 
varieties, which are offered by at least 10 % of total institutions, will be investigated 
further. Other product varieties have been rated through universal evaluation scale to 
determine which of them are promising. Promising product varieties mean products, 
which are not known and used widely by the industry but might have a significant 
influence on the industry in the proximate future. Promising level reflects the beliefs 
of the compact group. In order to accept a product variety for further analysis, it must 
take at least 6 points over 9 points likert scale. Promising product varieties will be 
added to the first group, but other product varieties will be eliminated. Table 6.5 
shows number of companies according to product varieties in the industry. On the 
other hand, Table 6.6 shows promising level of product varieties not offered by at 
least 10 % of total institutions. 
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Table 6.5. Number of Companies According to Product Varieties in the 
Industry 
No Product Varieties 
Number of 
Companies 
(%) 
1 General Management 115 65.3 
2 Human Resources 106 60.2 
3 Personal Development 90 51.1 
4 Sales& Marketing 63 35.8 
5 Financial Management 48 27.3 
6 Certification 39 22.2 
7 International Business 31 17.6 
8 Team Development 30 17.0 
9 Technology Consulting 29 16.5 
10 Research 25 14.2 
11 Product and Process Development 20 11.4 
12 Law and Regulation 10 5.7 
13 Advertisement & Public Research 9 5.1 
14 Merger & Acquisition 8 4.5 
15 Study Abroad 5 2.8 
16 Intermediation  5 2.8 
17 Health Industry Cons. 5 2.8 
18 Search Conferences 3 1.7 
19 Organization Services 3 1.7 
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Table 6.6. Promising Level of Product Varieties Not Offered by At Least 10 % 
of Total Institutions  
No Product Varieties 
Number of 
Companies 
(%) 
Promising 
Level 
12 Law and Regulation 10 5.7 4 
13 Advertisement & Public Research 9 5.1 2 
14 Merger & Acquisition 8 4.5 7 
15 Study Abroad 5 2.8 1 
16 Intermediation  5 2.8 1 
17 Health Industry Cons. 5 2.8 3 
18 Search Conferences 3 1.7 8 
19 Organization Services 3 1.7 2 
 
Since “Merger and Acquisition” and “Search Conferences” are rated over 6 points, 
they are accepted as promising product varieties and added to the first group. As a 
result eliminated product varieties and product varieties, which will be further 
processed, are shown in Table 6.7 and Table 6.8, respectively. 
Table 6.7. Eliminated Product Varieties 
1. Study Abroad Consulting 
2. Advertisement and Public Relations Services 
3. Organization Services 
4. Law and Regulation Consulting 
5. Intermediation Services 
6. Health Industry Consulting 
7. Other Products and Services 
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Table 6.8. Most Meaningful Segmentation Variables Remained After 
Distillation Process 
1. Product and Process Development Consulting 
2. General Management Consulting 
3. Merger and Acquisition Consulting 
4. Financial Management Consulting 
5. International Business Consulting 
6. Personal Development Consulting 
7. Team Development Trainings 
8. Human Resources Consulting Services 
9. Certification Consulting Services 
10. Research Services 
11. Sales and Marketing Consulting 
12. Search Conferences 
13. Technology Consulting 
6.2.3. Construction of Segmentation Matrix  
As it is mentioned before, discrete product varieties in Table 6.8 have negligible 
correlation. Therefore Industry Segmentation Matrix is in Table 6.9. 
Table 6.9. Segmentation Matrix for Management Training and Consultancy  
Product Varieties Buyers 
Product and Process Development Consulting  
General Management Consulting  
Merger and Acquisition Consulting  
Financial Management Consulting  
International Business Consulting  
Personal Development Consulting  
Team Development Trainings  
Human Resources Consulting Services  
Certification Consulting Services  
Research Services  
Sales and Marketing Consulting  
Search Conferences  
Technology Consulting  
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6.2.4. Determination of Attractiveness Level of A Segment 
6.2.4.1. Threat of Entry 
Significant economies of scale: 
Economies of Scale: Since there is not any available data, the compact group has 
used the generic evaluation scale in Table 6.10 and intuitively determined the 
evaluation point. They have assumed that there is not any product variety sold in 
great amounts in any segment. The evaluation point could be read as following: if 
economies of scale are very high (9), then threat of entry would be very low (1). 
Table 6.10. Evaluation Table for Economies of Scale 
Current Value of  
Economies of Scale 
Evaluation Point for 
Threat of Entry 
Very Low 9 
Very Low to Low 8 
Low 7 
Low to Medium 6 
Medium 5 
Medium to High 4 
High 3 
High to Very High 2 
Very High 1 
Sharing operations: Sharing operations means that when a product is sold, another 
products, which are strongly related with the current products, could be sold easily. 
In order to determine it, following ratio will be used: 
Related Products in the Segment/Total Products in the Segment. 
As “percentage of shared products” increases, economies of scale opportunity also 
increases, and eventually threat of entry decreases. Table 6.11, which is constructed 
by compact group will be used as evaluation scale for this aim.     
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Table 6.11. Evaluation Table for Sharing Operations 
Percentage of  
Shared Products (%) 
Evaluation Point for 
Threat of Entry 
0 – 10  9 
11 – 20  8 
21 – 30  7 
31 – 40  6 
41 – 60  5 
61 – 70  4 
71 – 80 3 
81 – 90 2 
90 –  1 
Joint costs: It is assumed that as average number of products offered by a company in 
a segment increases, the fixed costs per company of the related segment will 
decrease. As “Average number of products offered by a company” increases, this 
increases economies of scale opportunity, and eventually decreases threat of entry. 
Table 6.13 will be used by the compact group to construct the required evaluation 
Table 12. When constructing the evaluation scale, industry average value has taken 
account and medium value, 5, generally reflects this average.       
Table 6.12. Evaluation Table for Joint Costs 
Average Number of 
Products Offered by a 
Company 
Evaluation Point for 
Threat of Entry 
0 – 2  9 
3 – 4  8 
5 7 
6 6 
7 – 10 5 
11 - 15 4 
16 - 20 3 
21 – 25  2 
26 –  1 
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Table 6.13. Average Number of Products Offered by a Company in the Segment 
No Segment 
Average Number of 
Products Offered by a 
Company in the Segment  
1 Product and Process Development Consulting 12.9 
2 General Management Consulting 9.0 
3 Merger and Acquisition Consulting 16.6 
4 Financial Management Consulting 12.7 
5 International Business Consulting 13.2 
6 Personal Development Consulting 9.4 
7 Team Development Trainings 13.5 
8 Human Resources Consulting Services 8.4 
9 Certification Consulting Services 11.1 
10 Research Services 9.3 
11 Sales and Marketing Consulting 11.6 
12 Search Conferences 6.0 
13 Technology Consulting 13.5 
Industry Average 7.4 
Vertical integration: The proportion of companies those have its own hotels, 
restaurants, classrooms in all institutions determines the probability of vertical 
integration. The compact group has constructed Table 6.14 to assess evaluation point 
of threat of entry through integration level of the institutions. Since only one 
institution has hotel, and only three institutions have its own classrooms, it is 
assumed that integration level of every segment is nothing. Therefore evaluation 
point of every segment is 9. That means threat of entry is very high. 
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Table 6.14. Evaluation Table for Vertical Integration 
 
 
 
 
  
Product differentiation: 
Brand identification: Brand identification is assessed with percentage of famous 
institutions in the segment they known by the compact group. First of all, compact 
group has determined famous institutions in the industry. Famous institutions are 
shown in Table 6.16. 
In the industry, there are 47 famous institutions. Since 47 / 176 = 26.7 %, the 
compact group has accepted 30 % – 50% interval as 5 (medium). Other intervals are 
rated as in Table 15. 
Table 6.15. Evaluation Table for Brand Identification 
Percentage of famous 
companies 
Evaluation Point for 
Threat of Entry 
0 – 5 9 
6 – 10  8 
11 – 20  7 
21 – 30  6 
31 – 50  5 
51 – 70  4 
71 – 80 3 
81 – 90  2 
91 –  1 
 
Integration Level Evaluation Point for 
Threat of Entry 
Nothing 9 
Consultants 7 
Classrooms  7 
Hotel 5 
Classrooms and Consultants 4 
Hotel and Consultants 3 
Hotel and Classrooms 2 
Hotel, Classrooms and Consultants 1 
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Table 6.16. Famous Institutions in the Industry 
No Institution No Institution 
1 Accenture 25 Ironman Consulting 
2 Adecco 26 K Partners 
3 Alanyalı&Alanyalı 27 KalDer 
4 Alexanderr Mann 28 Kavrakoğlu 
5 Arama 29 Koç Yönder 
6 ARC Int. 30 KRM 
7 Ar–Ge Danışmanlık 31 Matris 
8 Baltaş&Baltaş 32 MCT 
9 Baltaş Eksen 33 Mentor 
10 CRM in Turkey 34 Mentor Coaching 
11 DBE 35 NLP Group 
12 Deloitte&Touche 36 PDR Group 
13 Ekser Danışmanlık 37 Poyraz 
14 Enera 38 Prometheus 
15 Ernst&Young 39 Pusula 
16 EPS 40 PWC 
17 Everest 41 ROTA 
18 Franchise & More 42 Rönesans 
19 Hay Group 43 Soysal Group 
20 ICC – TUV 44 SPAC 
21 IDEM 45 TÜSSİDE 
22 IMI 46 Yordam 
23 Indus Dan. 47 Yöntek 
24 INKA Dan.   
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Advertising: Data obtained from State Statistical Institute shows that Advertisement 
expenditures from 1998 to 2001 are as in Table 6.17. All financial values obtained 
from State Statistical Institutes are in New Turkish Lira (YTL) and VAT is not 
included. 
Table 6.17. Advertisement Expenditures in the Industry  
1998 1999 2000 2001 
Number of 
Companies 
Total 
Exp. 
Number of 
Companies 
Total 
Exp. 
Number of 
Companies 
Total 
Exp. 
Number of 
Companies 
Total 
Exp. 
173 14,984  159  15,284  203  3,904  120 728  
Source: State Statistical Institute 
As seen above, advertisement costs are in negligible level for training and 
consultancy industry. Therefore, compact group has evaluated its effect as 9 points 
through the universal generic scale.  
Good customer service: Since there is not any available data and compact group does 
not have any realistic idea, ND (No Data) is written into the related field for all 
segments. 
Product differences: It is assumed that all products are completely similar to each 
other according to customer view. Therefore, the compact group has evaluated its 
contribution to the threat of entry as 9 points. In other words, if product differences 
are low, then entry into the segment will be easy. Eventually, threat of entry will be 
very high (9 points) 
Being long time in the industry: Being long time in the industry creates a trust and 
popularity in the customer view. The analysis of 176 institutions has shown that 
average being time of the institutions in the industry is as in Table 6.18.  
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Table 6.18. Average Being Time in the Industry 
No Segment 
Average Being Time 
in the Segment 
(Years) 
1 
Product and Process Development 
Consulting 
8.2 
2 General Management Consulting 10.2 
3 Merger and Acquisition Consulting 10.0 
4 Financial Management Consulting 9.5 
5 International Business Consulting 9.3 
6 Personal Development Consulting 9.7 
7 Team Development Trainings 10.7 
8 Human Resources Consulting Services 10.1 
9 Certification Consulting Services 9.1 
10 Research Services 12.5 
11 Sales and Marketing Consulting 9.0 
12 Search Conferences 14.3 
13 Technology Consulting 8.3 
Average 9.7 
Since industry Average is 9.7 Years, this value should be near to evaluation value of 
5 (Medium). In Table 6.19, 9.7 reflects the value of 4, which is near to 5.  
Table 6.19. Evaluation Table for Being Time in the Industry 
Being Time in the 
Industry (Years) 
Evaluation Point for 
Threat of Entry 
0 – 1  9 
1.1 – 2  8 
2.1 – 3  7 
3.1 – 5 6 
5.1 – 7 5 
7.1 – 10  4 
10 – 15  3 
15 – 20  2 
20 –  1 
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Organizing congress, conferences and sponsorships: Organizing congress, 
conferences and sponsorships creates a significant awareness in the training and 
consultancy industry. Therefore this item is added to the template table. There are 32 
institutions, which have realized those types of activities. The Compact group has 
identified the institutions they organize congress, conference, and sponsorships in 
Table 6.21 and constructed Table 6.20 to evaluate its importance. 
Table 6.20. Evaluation Table for Organizing Congress, Conferences and 
Sponsorships 
Percentage of Congress, Conference 
Organizing Institutions (%) 
Evaluation Point for 
Threat of Entry 
0 - 5 9 
6 - 10 8 
11 - 15 7 
16 - 20 6 
21 - 30 5 
31 - 50 4 
51 - 70 3 
71 - 90 2 
90- 1 
Industry Average is 34/176=19 %. 
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Table 6.21. Congresses, Conferences and Sponsorships Organizing Institutions 
No Institution No Institution 
1 Adecco 21 Kalite Sistem 
2 Akademi International 22 Kavrakoğlu 
3 ARGE Consulting 23 KRM Consulting 
4 Baltaş & Baltaş 24 Management Centre Türkiye 
5 CRM in Turkey 25 Mentor Coaching 
6 Çözüm Consulting 26 Panel Training and Consulting 
7 Deloitte & Touche 27 PDR Group 
8 DSM Training 28 PFD  
9 EDM 29 Platform 
10 EDUPLUS 30 PriceWaterHouse Coopers 
11 Ege Bireysel Gelişim (EBG) 31 Rönesans  
12 Enera 32 SPAC Consulting 
13 Ernst & Young 33 TÜSSİDE 
14 Finans Kulüp 34 YÖNTEK 
15 Fortune   
16 Hay Group   
17 Ironman Consulting   
18 İDEM   
19 İletken Consulting   
20 KalDer   
Capital requirements: 
Working capital requirement is used instead of capital requirement.  Working capital 
requirement is yearly capital requirement to finance general administrative 
expenditures and personal expenditures. High working capital requirement increases 
entry barriers for new entrants. Table 6.22 shows yearly working capital requirement 
for industry. 
General expenditures in the industry: Goods purchased without any further 
processing, fuel oil, stationary and packaging materials, electricity, water, small 
repair and maintenance expenses, commissions paid related to sales and purchases, 
materials purchased for providing services, and other expenditures). 
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Table 6.22. Yearly Working Capital Requirements 
1998 1999 2000 2001 
# General Exp. # General Exp. # General Exp. # General Exp. 
173 3,825,537  159  6,497,175  203  17,167,118  120 35,627,936  
#: Number of Companies 
Source: State Statistical Institute 
Since data obtained from State Statistical Institute belong to a few years ago, all 
money related values are conversed to the current net present value through the 
conversion table in Table 6.24. This conversion makes the comparison 
understandable. Table 6.23 constructs the required base for Table 6.24. 
Table 6.23. Yearly Deflation Rates 
Years Deflation Rate (TEFE Point) 
1997 595.0 
1998 1022.4 
1999 1564.9 
2000 2369.9 
2001 3830.3 
2002 5749.6 
2003 7219.4 
2004 8403.8 
Source: Central Bank of Turkey 
 
Conversion Rate from 1998 to 2005 = 8403.8/1022.4 = 8.22 
Conversion Rate from 1999 to 2005 = 8403.8/1564.9 = 5.37 
Conversion Rate from 2000 to 2005 = 8403.8/2369.9 = 3.546 
Conversion Rate from 2001 to 2005 = 8403.8/3830.3 = 2.194 
All above calculations are summarized in Table 6.24. 
 80 
Table 6.24. Conversion Table for Net Present Value (NPV) of Money  
Conversion Base Conversion Rate 
Conversion Rate from 1998 to 2005 8.220 
Conversion Rate from 1999 to 2005 5.370 
Conversion Rate from 2000 to 2005 3.546 
Conversion Rate from 2001 to 2005 2.194 
Table 6.25. Total Yearly Working Capital Requirement in 1998 
1998 
Number of 
Companies 
(b) 
General Exp. Personal 
Expenditures 
Total Costs  
(a) 
Total Cost 
per 
Company  
(a/b) 
Net 
Present 
Value of 
Total Cost 
per 
Company 
173 3,825,537  2,850,363  6,675,900  38,589    317,202  
Source: State Statistical Institute 
Total cost per company (a/b) means average cost per company in 1998. 
Net Present Value of Total Cost per Company means average cost per company in 
2005 prices. Numbers in Table 6.26, 6.27, 6.28 should be assessed in the same way. 
Table 6.26. Total Yearly Working Capital Requirement in 1999 
1999 
Number of 
Companies 
(b) 
General Exp. 
Personal 
Expenditures 
Total Costs 
(a) 
Total Cost 
per Company  
(a/b) 
Net 
Present 
Value of 
Total 
Cost per 
Company 
159 6,497,175 7,513,623 14,010,798 88,118 473,194 
Source: State Statistical Institute 
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Table 6.27. Total Yearly Working Capital Requirement in 2000 
2000 
Number of 
Companies 
(b) 
General Exp. 
Personal 
Expenditures 
Total Costs 
(a) 
Total Cost 
per Company  
(a/b) 
Net 
Present 
Value of 
Total 
Cost per 
Company 
203 17,167,118 10,762,504 27,929,622 137,584 487,873 
Source: State Statistical Institute 
Table 6.28. Total Yearly Working Capital Requirement in 2001 
2001 
Number of 
Companies 
(b) 
General Exp. 
Personal 
Expenditures 
Total Costs 
(a) 
Total Cost 
per Company  
(a/b) 
NPV of 
Total 
Cost per 
Company 
120 35,627,936 9,760,365 45,388,301 378,236 829,850 
Source: State Statistical Institute 
Average Yearly Working Capital Requirement is 527,030 YTL + VAT (18 %) = 
621,895 YTL. Since it is not reached to the relevant information for any segment, 
industry average will be used for all segments. The compact group has constructed 
Table 6.29 to evaluate yearly working capital requirement effect on threat of entry. 
Table 6.29. Evaluation Table for Working Capital Requirement 
Yearly Working Capital 
Requirement (YTL - VAT 
Excluded) 
Evaluation Point for 
Threat of Entry 
0 – 24,000 9 
24,001 – 60,000 8 
60,001 – 120,000 7 
120,001 – 180,000 6 
180,001 – 360,000 5 
360,001 - 600,000 4 
600,001 – 1,200,000 3 
1,200,001 –  4,800,000 2 
4,800,001 –  1 
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Switching costs: 
Employee retraining costs: In the training and consultancy industry, retraining costs 
occurs related with the type of product/service served. If the products bought are 
open training, this means a few persons from the customer company have been 
trained for a few days. Therefore, when training firm is switched, it will not create a 
significant cost for the customer company. On the other hand, if customers buy long-
term training and consulting products, then it will be very difficult to change the 
training and consultancy firm. Because, in that situation, a great deal of money will 
be wasted. Table 6.30 will be used to evaluate employee retraining costs. 
Table 6.30. Evaluation Table for Retraining Costs 
Product Type Evaluation 
Point for 
Threat of Entry 
Open Training  9 
Short Term Individual Training 8 
Short Term Corporate Training 7 
Short Term Consulting 6 
Short Term Corporate Training and Consulting 5 
Medium-Long Term Individual Training 4 
Medium-Long Term Corporate Training 3 
Medium-Long Term Consulting 2 
Medium-Long Term Consulting and Training 1 
All products and services in Appendix B have been evaluated through Table 6.30. 
Table 6.31shows that what kind of service does each product in each product variety 
require? As an example, think of product and process development segment. There 
are 20 products in the segment. However, since 12 products are categorized under 
1category, only those 8 categories are rated. Rating a product category as 9 means 
that this type of product requires open training. Since retraining cost is very low 
when compared with other types of services, threat of entry will be very high (9 
points). The same procedure is implemented for all product categories.  
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Table 6.31. Evaluation Points of Threat of Entry According to Product Types 
Prod
uct 
No 
in 
App. 
B 
Prod. 
Proc. 
Dev. 
Gen. 
Man.  
M&
A 
Fin. 
Ma
n. 
Int. 
Bus. 
Pers.
Dev. 
Team 
Dev. 
HR Cert. Resea
rch 
Sales 
Mark
eting 
Search  
Conf. 
Tec
hno 
1 9 9 2 6 9 9 7 6 1 6 9 7 5 
2 9 6  2 9 9 7 9 1 6 9 7 5 
3 9 9  9 9 9  6 1 6   6 
4 9 9  9 9 9  2 1 6   9 
5 9 9  9  9  6 7 6   9 
6 9 9    9   7 6   8 
7 9 9    9   1 6   9 
8 9 9    9   1 6   1 
9  9    9   1 6    
10  4    9   1 6    
11  9    9   1 6    
12  9    9   5 6    
13  9    9        
14  9    9        
15  9    9        
16  9    9        
17  9    9        
18  9    9        
19  9    9        
20  9    9        
21  5    9        
22  6    9        
23  9    9        
24  7    9        
25  9    9        
26  9    9        
27  7    4        
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Table 6.31. Evaluation Points of Threat of Entry According to Product Types 
(Contd.) 
Prod
uct 
No 
in 
App. 
B 
Prod. 
Proc. 
Dev. 
Gen. 
Man.  
M&
A 
Fin. 
Ma
n. 
Int. 
Bus. 
Pers.
Dev. 
Team 
Dev. 
HR Cert. Resea
rch 
Sales 
Mark
eting 
Search  
Conf. 
Tec
hno 
28  9    4        
29  9    4        
30  4    4        
31  5    4        
32  9    4        
33  9            
34  9    9        
35  9    9        
36  9    9        
37  9    7        
38  9    9        
39  9    9        
40  6    7        
41  5    9        
42  9    9        
43  9    9        
44  9    9        
45  7    9        
46  9    9        
47  9    9        
48      9        
              
Aver
age 
9.0 8.2 2.0 7.0 9.0 8.3 7.0 5.8 2.3 6.0 9.0 7.0 6.5 
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Costs of new ancillary equipment: In training and consulting industry, there is not 
cost of new ancillary equipment. Therefore, NA (Not Applicable) is written into the 
related field. 
Cost of testing and qualifying a new source: cost of testing and qualifying a new 
source is strongly related with the product type. If a customer company buy open 
training, cost of testing another source will be smaller than cost of a customer who 
buys long term training. In order to evaluate this type of cost, Table 6.32 will be 
used. 
Table 6.32. Evaluation Table for Cost of Testing and Qualifying a New Source 
Product Type Evaluation Point 
for Threat of Entry 
Open Training  9 
Short Term Individual Training 8 
Short Term Corporate Training 7 
Short Term Consulting 6 
Short Term Corporate Training and Consulting 5 
Medium-Long Term Individual Training 4 
Medium-Long Term Corporate Training 3 
Medium-Long Term Consulting 2 
Medium-Long Term Consulting and Training 1 
Need for technical help: Need for technical help is strongly related with the product 
type. In order to evaluate it, Table 6.32 will be used. 
Access to distribution channels: 
In training and consulting industry, there is no need for channel in the industry. Since 
the table is generic template table, NA (Not Applicable) is written into the related 
field instead of not showing the related rows. 
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Cost disadvantages independent of scale: 
Know-how or design characteristics kept through patents or secrecy: Since there is 
not any available data and compact group does not have any realistic idea, ND (No 
Data) is written into the related field. 
Favorable access to raw materials and favorable locations: Since there is no need for 
channel in the industry, this item takes the value of NA. 
Workers improve their methods: Since there is not any available data, it is assumed 
that experience of workers, especially trainers and consultants, is strongly related 
with the industry experience of companies. 
Table 6.33. Evaluation Table for “Workers Improve Their Methods” 
Being Time in the Industry (Years) Evaluation Point for 
Threat of Entry 
0 – 1  9 
1.1 – 2  8 
2.1 – 4 7 
4.1 – 6  6 
6.1 – 8  5 
8.1 - 10 4 
10.1 – 12  3 
12.1 – 15  2 
15.1 –  1 
Industry Average is 9.7 years. 
Since all other items under the “learning or experience curve” are out of the topic in 
the study, NA (No Applicable) is written into the related field. 
Government policy: 
Licensing requirements: In the training and consultancy industry, there are not 
government-based licenses. However, there are a few licenses, which are provided 
by non-governmental organizations. For example, PMP (Project Management 
Professional) degree is offered by Project Management Institute in USA. PMP could 
provide project management trainings and consultancy, but it is not necessary to have 
PMP degree to offer those kinds of trainings. As a result, in the industry there is not 
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licensing requirements. Therefore, the compact group has evaluated its effect on 
threat of entrants as very high (9 points). 
Government subsidies: Government does not support the industry through subsidies. 
Furthermore, there is only one government institution, which is in negligible amount, 
in the industry. The Compact group has evaluated this item as 9 points. It means, 
since there is not any government subsidy, entry barriers for new entrants will be 
very low. Eventually, threat of entry will be very high. This is valid for all segments 
of the industry. 
Cost increasing regulations: There is not any government-based cost increasing 
regulation. However, the industry is vulnerable to the tax increasing regulations as 
other industries. This item is evaluated as 9 points. Threat of entry is very high for all 
segments.  
Expected retaliation: 
A history of rigorous retaliation to entrants: Since there is not any known retaliation 
to the new entrants in the industry, the compact group has assessed it as 9 points 
through universal generic scale. That means threat of entry is very high. 
Excess cash capacity and unused borrowing capacity: Those items also effects threat 
of entry. However, there is not any data and estimation about the possible values of 
the items, so ND is written. 
Adequate excess productive capacity to meet all future needs: In the training and 
consultancy industry, total productive capacity is total man hours available.  In this 
part, it is assumed that one person works 50 weeks in a year, 6 days in a week, and 8 
hours in a day. 
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Table 6.34. Productive Capacity in the Industry 
Years 
Annual 
Average 
Number of 
Persons 
Engaged 
     (a) 
Total Number 
of Man-Hours 
Worked in the 
Year 
         (b) 
Work 
Performance  
(aX50X6X8/b) 
Result 
1998 1,597    3,584,981 0.94 
Almost Full 
Capacity 
1999 1,306    3,174,825 1.01 Full Capacity 
2000 1,115    2,697,308 1.01 Full Capacity 
2001 789    1,919,790 1.01 Full Capacity 
Source: State Statistical Institute 
In the table above, 1.01 means a person in the industry works 1.01 day X 8 hours = 
8.08 hours in a day while he should work 8 hours. Therefore, it is concluded that 
institutions in the industry works in full capacity.  
Since there is not any updated data, work performance of all segments in the industry 
in 2005 is assumed as 1.01. The compact group has constructed Table 6.35 to 
evaluate threat of entry. When it is possible to obtain current value, the table will 
make it easy to update results. 
Table 6.35. Evaluation Table for Productive Capacity 
Work Performance Ratio Evaluation Point 
for Threat of Entry 
0.96 - 9 
0.91 – 0.95 8 
0.86 – 0.90 7 
0.81 – 0.85 6 
0.71 – 0.80 5 
0.51 – 0.70 4 
0.41 – 0.50 3 
0.21 – 0.40 2 
0 – 0.20 1 
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The table implies that if work performance is low, this creates excess capacity in the 
industry. Excess capacity creates high retaliation to the new entrants. Eventually, 
expected retaliation increases and threat of entry decreases.  
Established firms have illiquid assets:  
Illiquid Assets: Computer and software programs, machinery and equipment, 
transportation vehicle, building construction, building land and land improvements 
(non building construction), land, office equipment and furniture, original film, tape, 
advertisement film, radio-TV programs etc. 
Table 6.36. Illiquid Assets in the Industry  
Years 
Fixed Capital 
Investments for 
Illiquid Assets  
     (a) 
Number of 
Companies 
      (b) 
Illiquid assets 
per company  
   (a/b) 
Net Present 
Value (YTL, 
VAT excluded) 
1998 389,718 173     2,253 18,517 
1999 906,743 159     5,703 30,624 
2000 337,428 203     1,662 5,894 
2001 21,497,156 120 179,143 393,040 
Average 112,019  
Source: State Statistical Institute 
The compact group has constructed Table 6.37 to evaluate threat of entry. 
Table 6.37. Evaluation Table for Illiquid Assets  
Illiquid Assets (YTL, VAT 
Excluded) 
Evaluation Point 
for Threat of Entry 
0 – 24,000 9 
24,001 – 60,000 8 
60,001 – 120,000 7 
120,001 – 180,000 6 
180,001 – 360,000 5 
360,001 - 600,000 4 
600,001 – 1,200,000 3 
1,200,001 –  4,800,000 2 
4,800,001 –  1 
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Since it is not reached to the relevant information for any segment, industry average 
will be assumed as same as for all segments.   
Industry growth: In order to determine industry growth rate calculations in Table 
6.38 and 6.39 are performed. 
Table 6.38. Industry Growth According to Gross Revenues Per Company 
Years 
Total Gross 
revenues (in 
YTL, VAT 
excluded) 
(a) 
Net Present 
Value of Total 
Gross Revenues 
(YTL, VAT 
excluded) 
Number of 
Companies 
(b) 
Gross revenues 
per company 
(YTL) 
(a/b) 
Net Present 
Value (YTL, 
VAT 
excluded) 
1998 12,142,015   99,807,363 173   70,185    576,921 
1999 18,685,021 100,338,563 159 117,516    631,060 
2000 39,295,634 139,342,318 203 193,575    686,415 
2001 63,702,753 139,763,840 120 530,856 1,164,699 
Source: State Statistical Institute 
Table 6.39. Industry Growth Rate Comparisons 
Years 
Total Gross 
revenues (in YTL, 
VAT excluded) 
Net Present Value 
of Total Gross 
Revenues (YTL, 
VAT excluded) 
Reel Industry 
Growth Rate by 
Total Gross 
Revenues (%) 
Reel Efficiency 
by Gross 
Revenues per 
Company (%) 
1998 12,142,015   99,807,363 - - 
1999 18,685,021 100,338,563 0.53 9.38 
2000 39,295,634 139,342,318 38.87 8.77 
2001 63,702,753 139,763,840 0.30 69.68 
Source: State Statistical Institute 
Reel industry growth rate by total gross revenues: Total gross revenues of industry 
for each year is converted to the 2005 prices through deflation (conversion) rates. 
This ratio reflects yearly increase in the total gross revenues.  
Reel efficiency by gross revenues per company: Gross revenue per company for each 
year is converted to the 2005 prices through deflation (conversion) rates. This ratio 
reflects yearly increase in gross revenue per company.  
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Reel industry growth rate by total gross revenues and reel efficiency by gross 
revenues per company will be evaluated according to Table 6.40. Since there is not 
any segment-based data, it is assumed that industry average is similar to all 
segments.  
The average value of reel industry growth rate by total gross revenues = 13.23 % 
The average value of reel efficiency by gross revenues per company = 29.28 % 
Table 6.40. Evaluation Table for Industry Growth 
Growth Rate in Gross 
revenues (%) 
Evaluation Point for 
Threat of Entry 
   – 2  1 
2.1 – 4  2 
4.1 – 6  3 
6.1 – 10  4 
10.1 – 20  5 
21 – 30  6 
31 – 50  7 
51 – 70 8 
71 –  9 
Cooperation against new entrants: 
Porter’s Five Forces model does not consider this factor. It is added to the template 
tables through the concept of coopetition. The compact group has constructed Table 
6.41. However, there is not any agency or institution, which records the required 
data, the compact group has assumed no cooperation has performed in all segments. 
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Table 6.41. Evaluation Table for Cooperation Against New Entrants 
Number of cooperation realized 
against new entrants 
Evaluation Point for 
Threat of Entry 
0 – 1  9 
2 8 
3 7 
4  6 
5 5 
6   4 
7 – 10  3 
11 – 15  2 
16 –  1 
6.2.4.2. Rivalry Among Existing Competitors 
Numerous competitors: 
The compact group has constructed Table 6.42. As number of competitors in the 
industry increase, the threat to profitability also increases.  
Table 6.42. Evaluation Table for Number of Competitors in the Industry  
Number of Companies in the 
Segment 
Evaluation Point for 
Threat of Existing Rivalry 
0 – 2 1 
3 – 4  2 
5 – 6  3 
7 – 10  4 
11 – 20  5 
21 – 30  6 
31 – 40 7 
41 – 60  8 
61 –  9 
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Equally balanced competitors: 
If competitors are equally balanced, the industry will be more turbulent. In order to 
determine balance level among competitors, it will be showed that there is a strong 
relationship between gross sales and annual average number of persons engaged per 
company. Annual average number of persons engaged means persons work whether 
with salary or not. For example, family members could work without salary. Another 
example is that partners work without salary. 
Table 6.43. Relation Between Gross Sales and Persons Engaged in 2001 
2001 
Value of Gross Sales Group 
(YTL - VAT Excluded) 
Annual Average Number of 
Persons Engaged Per Company 
 - 31,000         3 
31,001 – 60,000         3 
60,001 – 123,000         3 
123,001 – 287,000         11 
572,001 – 1,129,000         11 
1,129,001 – 2,860,000         16 
2,860,001 – 5,767,000         40 
5,767,001 –         40 
Source: State Statistical Institute 
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Table 6.44. Relation Between Gross Sales and Persons Engaged in 2000 
2000 
Value of Gross Sales Group 
(YTL) (VAT Excluded) 
Annual Average Number of 
Persons Engaged Per Company 
 - 24 000         2 
24,001 – 47,000         2 
47,001 – 96,000         4 
96,001 – 224,000        15 
224,001 – 446,000        30 
446,001 – 881,000        9 
881,001 – 2,232,000        43 
2,232,001 – 4,500,000        28 
4,500,001 –         55 
Source: State Statistical Institute 
Table 6.45. Relation Between Gross Sales and Persons Engaged in 1999 
1999 
Value of Gross Sales Group 
(YTL) (VAT Excluded) 
Annual Average Number of 
Persons Engaged Per Company 
 - 13,300         3 
13,301 – 26,000        2 
26,001 – 53,500        6 
53,501 – 125,000        15 
125,001 – 249,000        34 
249,001 – 492,000        9 
492,001 – 1,247,000        47 
1,247,001 – 2,495,500        102 
Source: State Statistical Institute 
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Table 6.46. Relation Between Gross Sales and Persons Engaged in 1998 
1998 
Value of Gross Sales Group 
(YTL) (VAT Excluded) 
Annual Average Number of 
Persons Engaged Per Company 
 - 6720 7 
6,720.1 – 13,200  9 
13,200.1 – 27,100  3 
27,100.1 – 63,100  11 
63,100.1 – 126,000  12 
126,000.1 – 249,100  37 
249,100.1 – 631,200  12 
631,200.1 – 1,263,100  58 
1,263,100.1 –  48 
Source: State Statistical Institute 
As seen easily from the above tables, there is a strong proportional relationship 
between gross sales and annual average number of persons engaged per company. As 
gross sales increase, average number of persons engaged per company also increases. 
Since access to gross sales data is too difficult (competitors in the industry did not 
give sales data), persons engaged per company ratio is assumed as the same criteria 
to determine balance equivalency.   
Balance equivalency level will be determined by standard deviation of persons 
engaged in a segment. Table 6.47 shows the mentioned standard deviations for each 
segment. Table 6.48 will be used to evaluate threat of existing rivalry results from 
value of standard deviation. In other words, the following table will convert standard 
deviation values to the threat level caused by competitors. Industry average is 82.63.  
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Table 6.47. Standard Deviation of the Segments According to Number of 
Employees Each Company has in the Segment 
No Segment 
Standard Deviation of 
the Segments 
According to the 
Number Of 
Employees Each 
Company has in the 
Segment  
1 
Product and Process Development 
Consulting 
13.14 
2 General Management Consulting 92.32 
3 Merger and Acquisition Consulting 292.31 
4 Financial Management Consulting 147.30 
5 International Business Consulting 163.02 
6 Personal Development Consulting 101.79 
7 Team Development Trainings 10.74 
8 Human Resources Consulting Services 106.68 
9 Certification Consulting Services 30.46 
10 Research Services 206.18 
11 Sales and Marketing Consulting 31.80 
12 Search Conferences 15.56 
13 Technology Consulting 27.71 
Industry Average 82.63 
Table 6.48. Evaluation Table for Balance Equivalency 
Standard Deviation of the 
Segment 
Evaluation Point for       
Threat of Existing Rivalry 
0 – 5 9 
6 – 10 8 
11 – 15 7 
16 – 20 6 
21 – 40  5 
41 – 55 4 
56 – 70  3 
71 – 100  2 
101 –  1 
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Industry growth: 
Industry growth has reverse effects in this part. In the threat of entry part, slow 
industry growth means high retaliation by the current players in the industry against 
new entrants. Therefore, slow industry growth results in low threat of entry. On the 
other hand, slow industry growth means a small industry for the current competitors. 
Therefore, they compete deadly and brutally. This situation increases rivalry among 
existing competitors. 
Table 6.49. Evaluation Table for Industry Growth That Affects Existing Rivalry 
Growth by Gross 
revenues (Percentage) 
Evaluation Point for       
Threat of Existing Rivalry 
   – 2  9 
2.1 – 4  8 
4.1 – 6  7 
6.1 – 10  6 
10.1 – 20  5 
21 – 30  4 
31 – 50  3 
51 – 70 2 
71 –  1 
High fixed (excess capacity) or storage costs:  
Fixed costs or storage costs have reverse effects here as it is mentioned before. 
Therefore evaluation table is modified as in Table 6.50. 
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Table 6.50. Evaluation Table for Illiquid Assets That Affect Existing Rivalry 
Illiquid Assets (YTL, VAT 
Excluded) 
Evaluation Point for       
Threat of Existing Rivalry 
0 – 24,000 1 
24,001 – 60,000 2 
60,001 – 120,000 3 
120,001 – 180,000 4 
180,001 – 360,000 5 
360,001 - 600,000 6 
600,001 – 1,200,000 7 
1,200,001 –  4,800,000 8 
4,800,001 –  9 
Significant cost differences: 
Since it is assumed that all products offered by the industry is quite similar to each 
other, there is not significant cost differences. The compact group has constructed 
Table 6.51 and evaluated threat from existing rivalry. 
Table 6.51. Evaluation Table for Significant Cost Differences 
 
Cost Differences Evaluation Point for       
Threat of Existing Rivalry 
Very Low 9 
Very Low to Low 8 
Low 7 
Low to Medium 6 
Medium 5 
Medium to High 4 
High 3 
High to Very High 2 
Very High 1 
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Lack of differentiation: 
Where the product or service is perceived as a commodity or near commodity, choice 
by the buyer is largely based on price and service, and pressures for intense price and 
service competition occurs. Product differentiation creates layers of insulation 
against competitive warfare because buyers have preferences and loyalties to 
particular sellers. The same tables (Table 6.15, 6.19, 6.20) in the product 
differentiation part of the previous section will be used.  
Lack of switching costs: 
This part is quite similar to the threat of entry. Therefore the same tables will be 
used. (Table 6.30, 6.32) 
Capacity Augmented in Large Increments: 
Where economies of scale dictate that capacity must be added in large increments, 
capacity additions can be chronically disruptive to the industry supply / demand 
balance. In the training and consultancy industry, economies of scale is negligible. 
Therefore, there is no need to increase capacity in large increments. The compact 
group has used the universal generic evaluation table as Table 6.52 and assessed 
current value of the all segments as very low. As a result threat of existing rivalry 
caused by capacity increases has very low effect on the industry. 
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Table 6.52. Evaluation Table for Capacity Increases 
 
 
 
 
 
 
 
 
 
 
 
Different types of competitors: 
The behavior of non-governmental organizations, public institutions, competitors 
that tied to parents and competitors which view the industry as an outlet is not 
rational and profit – aimed. Therefore, they increase the competition in the industry. 
Foreign competitors are more professional than national competitors in Turkey, and 
they also increase the competition. Therefore, the proportion of non-governmental 
organizations, public institutions, competitors that tied to parents, competitors who 
view the industry as an outlet, and foreign competitors increases, the rivalry among 
existing competitors increases.  Table 6.53 shows number of types of competitors in 
the industry. Table 6.54 shows all competitors except national private companies by 
name.     
Capacity Increase Evaluation Point for       
Threat of Existing Rivalry 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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Table 6.53. Types of Competitors in the Industry 
   Types of Competitors Number of 
Competitors 
Proportion of Related 
Competitors to Total 
Competitors (%) 
   National Private Competitors 144 81.8 
   Small National Competitors 
which Limits the profitability 
0 0 
   Foreign Competitors 26 14.7 
   Non Governmental Organizations 4 2.3 
   Public Institutions 1 0.6 
   Competitors That Tied to Parents 1 0.6 
   Competitors which view the 
industry as an Outlet 
0 0 
   Total 176 100 
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Table 6.54. Competitors Except National Private Companies in the Industry 
Foreign Competitors 
 
Non 
Governmental 
Organizations 
Public 
Institution 
Companies 
Tied To 
Parents 
1. Accenture 
2. Adecco 
3. Alexander Mann 
4. Amrop Hever Türkiye 
5. BSS 
6. Capella & Auriga 
7. Case Learning 
8. Deleeuw 
9. Deloitte & Touche 
10. Dynargie 
11. Ernst & Young 
12. Hay Group 
13. Heidrick & Struggles 
14. ICC TUV 
15. K-Partners 
International 
16. KRM 
17. Lee Hecht Harrison 
18. Madison Group 
19. ManPower 
20. MCT in Turkey 
21. PDR International 
22. Philip Richard 
23. PriceWaterHouse 
Coopers 
24. Ray & Berndston 
25. Thomas Türkiye 
26. Vision Europe 
1.Araştırmacılar 
Derneği 
2.CRM in Turkey 
3.Finans Kulüp 
4.KalDer 
 
1. TÜSSİDE 1. Baltaş Eksen 
Table 6.55 shows that which competitors except national private companies in the 
industry serve to which segments. 
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Table 6.55. Which Segments do Competitors Except National Private companies 
in the Industry Serve? 
No Institution 
Pro. 
Proc
Dev 
Gen 
Man 
M 
& 
A 
Fin. 
Man 
Int. 
Bus. 
Pers
Dev 
Tea
m 
Dev 
HR Cert 
Res
earc
h 
Sale 
Mar
keti
ng 
Sear
ch  
Con
f. 
Tec
hno 
1 Accenture  OK            
2 Adecco        OK      
3 
Alexander 
Mann  OK    OK  OK   OK    
4 
Amrop 
Hever 
Türkiye 
 OK            
5 BSS  OK    OK        
6 
Capella & 
Auriga  OK      OK      
7 
Case 
Learning  OK    OK  OK      
8 Deleeuw OK OK OK  OK OK  OK   OK   OK  
9 
Deloitte & 
Touche  OK OK OK    OK     OK  
10 Dynargie  OK      OK      
11 
Ernst & 
Young  OK  OK OK OK OK OK   OK    
12 Hay Group  OK    OK  OK  OK    
13 
Heidrick & 
Struggles              
14 ICC TUV  OK OK OK OK   OK OK OK OK    
15 
K-Partners 
Internation
al 
 
 
     OK      
16 KRM      OK  OK      
17 
Lee Hecht 
Harrison  
    OK  OK   OK   
18 
Madison 
Group  OK    OK   
OK      
19 ManPower        OK      
20 
MCT in 
Turkey  OK  OK  OK OK OK   OK   
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Table 6.55. Which Segments do Competitors Except National Private companies 
in the Industry Serve? (Contd.) 
No Institution 
Pro. 
Proc
Dev 
Gen 
Man 
M 
& 
A 
Fin. 
Man 
Int. 
Bus. 
Pers
Dev 
Tea
m 
Dev 
HR Cert 
Res
earc
h 
Sale 
Mar
keti
ng 
Sear
ch  
Con
f. 
Tec
hno 
21 
PDR 
Internation
al 
 OK  OK  OK OK       OK 
22 
Philip 
Richard              
23 
PriceWater
HouseCoo
pers 
 OK OK OK OK OK  OK  OK    
24 
Ray & 
Berndston              
25 
Thomas 
Türkiye        OK      
26 
Vision 
Europe  OK    OK  OK OK   OK   
27 
Araştırmac
ılar 
Derneği 
         OK     
28 
CRM in 
Turkey  OK            
29 
Finans 
Kulüp    OK  OK        
30 KalDer  OK            
31 TÜSSİDE OK OK    OK  OK  OK OK   OK  OK  
32 
Baltaş 
Eksen        OK       
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The compact group has constructed Table 6.56 to assess threat result from different 
types of competitors. 
Table 6.56. Evaluation Table for Proportion of Types of Competitors 
Proportion of Non Governmental Organizations, Public 
Institutions, Competitors That Tied to Parents, Small 
National Competitors, which limits the profitability, 
Competitors, which view the industry as an outlet and 
foreign competitors (%) 
Evaluation Point for       
Threat of Existing Rivalry 
0 – 5  1 
6 – 10  2 
11 – 15  3 
16 – 24 4 
25 – 34  5 
35 – 40  6 
41 – 50  7 
51 – 70  8 
71 –  9 
High strategic stakes: 
Since there is not any available data and compact group does not have any realistic 
idea, ND (No Data) is written into the related field. 
High exit barriers: 
Highly specialized assets: the same table in “established firms have illiquid assets” 
will be modified for this item. Here, evaluation point is reversed as in Table 6.57. 
When illiquid assets increase, the exit will be more difficult. The companies in the 
industry keep compete even though they earn low or even negative returns. As a 
result competition increases.  
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Table 6.57. Evaluation Table for Highly Specialized Assets 
Illiquid Assets (YTL, 
VAT Excluded) 
Evaluation Point for       
Threat of Existing Rivalry 
0 – 24,000 1 
24,001 – 60,000 2 
60,001 – 120,000 3 
120,001 – 180,000 4 
180,001 – 360,000 5 
360,001 - 600,000 6 
600,001 – 1,200,000 7 
1,200,001 –  4,800,000 8 
4,800,001 –  9 
Industry Average is 112,019 YTL (VAT excluded). Since it is not reached to the 
relevant information for any segment, industry average will be assumed as the same 
as for all segments.   
Fixed cost of exit, strategic interrelationships, emotional barriers, and government 
and social restrictions: The compact group has decided to use generic evaluation 
scale in Table 6.58 and assumed that all mentioned factors have negligible effects on 
the industry.  
Table 6.58. Evaluation Table for Other Exit Barriers 
 
 
 
 
 
 
 
 
 
 
 
 
Fixed cost of exit, strategic 
interrelationships, emotional barriers, 
and government and social restrictions 
Evaluation Point for       
Threat of Existing Rivalry 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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Opportunities of Cooperation: 
The same table in the threat of entry will be used as in Table 6.59. As number of 
cooperation increases, then threat of existing rivalry decreases.  
Table 6.59. Evaluation Table for Cooperation Among Existing Competitors 
Number of cooperation 
realized  
Evaluation Point for       
Threat of Existing Rivalry 
0 – 1  9 
2 8 
3 7 
4  6 
5 5 
6   4 
7 – 10  3 
11 – 15  2 
16 –  1 
The rate of change in competition methods of competitors: 
This item is obtained from Slater and Olson Augment Model. Table 6.60 will be used 
to evaluate this item. As the rate of change in competition methods of competitors 
increases, other competitors create new methods. Eventually, competition increases.  
Table 6.60. Evaluation Table for the Rate of Change in Competition 
The Rate of Change 
in Competititon 
Evaluation Point for       
Threat of Existing Rivalry 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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Government effects through regulations: 
Table 6.61 will be used to evaluate this item.  
Table 6.61. Evaluation Table for Competition Increase Through Government 
Regulations 
Competition Increase Through 
Government Regulations 
Evaluation Point for       
Threat of Existing Rivalry 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
6.2.4.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
The products offered by training and consulting industry are services. Creating 
substitutes for services is not as easy as creating for products. It is difficult to create 
substitute products not only for other industries but also for other segments in the 
training and consulting industry. Consequently, threat from substitute products is 
assumed negligible.  
Substitute products that are subject to trends improving their price-performance 
trade-off with the industry’s product: 
The compact group has used Table 6.62 to evaluate the mentioned item.  
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Table 6.62. Evaluation Table for Amount of substitute products that are subject 
to trends improving their price-performance trade-off with the 
industry’s product 
Amount of substitute products 
that are subject to trends 
improving their price-
performance trade-off with the 
industry’s product 
 
Evaluation Point for Threat of 
Substitute Products 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
Substitute products that are produced by industries earning high profits:  
The compact group has used Table 6.63 to evaluate the mentioned item.  
Table 6.63. Evaluation Table for Amount of substitute products that are 
produced by industries earning high profits 
Amount of substitute products that are 
produced by industries earning high profits  
Evaluation Point for Threat 
of Substitute Products 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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Price-Value characteristics of substitute:  
Price – value characteristics of a substitute product is value gained by the customer 
for the given price. If price – value characteristics of substitute product is high, then 
customer pays little money for higher value. Eventually, customer satisfaction 
increases. Since there is not any available data, ND is written to the related field. 
Price elasticity of industry demand: 
Price elasticity of industry demand shows sensitivity of the demand according to 
price. If price elasticity of industry demand is high, increase in price results in 
significant decrease in demand. Since there is not any institution or agency, which 
collects those kinds of data, ND is written to the related field.  
Availability of close complementors: 
Software programs are close complementors of some services offered by the 
industry. Software programs make customers use services easily and efficiently. 
However, software programs could not create value itself.  Software programs 
require operators and counselors who train the operators. The compact group has 
constructed Table 6.64 to evaluate effects of complementary products on threat of 
substitute products.  
Table 6.64. Evaluation Table for Complementors 
Percentage of Products That 
Have Complementors (%) 
Evaluation Point for Threat 
of Substitute Products 
0 – 5 9 
6 – 10  8 
11 – 15 7 
16 – 20  6 
21 – 30  5 
31 – 50  4 
51 – 60  3 
61 – 80  2 
81 –  1 
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Price-Value characteristics of complementors: 
Price – value characteristics of complementors is value gained by the customer 
through the complementary products for the given price. If price – value 
characteristics of s complementors is high, then customer pays little money for 
higher value. Eventually, customer satisfaction increases. Since there is not any 
available data, ND is written to the related field. 
Cooperation against substitute products: 
Cooperation against substitute products decreases the threat of substitute products. 
Table 6.65 will be used to evaluate the effect of cooperation on the threat of 
substitute products.  
Table 6.65. Evaluation Table for Cooperation Realized Against Substitutes 
Number of cooperation 
realized against substitutes 
Evaluation Point for Threat of 
Substitute Products 
0 – 1  9 
2 8 
3 7 
4  6 
5 5 
6   4 
7 – 10  3 
11 – 15  2 
16 –  1 
Developing complementors: 
Developing complementors decreases the threat of substitute products. Table 6.66 
will be used to evaluate the effect of complementors on the threat of substitute 
products.  
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Table 6.66. Evaluation Table for Developed Complementary Products 
Number of complementary products 
developed against substitutes  
Evaluation Point for Threat of 
Substitute Products 
0 – 1  9 
2 8 
3 7 
4  6 
5 5 
6   4 
7 3 
8 2 
9 –  1 
Government effects through regulations 
Table 6.67 will be used to evaluate government effects through regulations. 
Table 6.67. Evaluation Table for Government Effects  
Level of Government Regulations 
Which Increase Threat of Substitutes  
Evaluation Point for Threat of 
Substitute Products 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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6.2.4.4. Factors Affecting Bargaining Power of Buyers 
Concentration of buyers: 
Number of buyers affects the bargaining power of the buyers. As number of buyers 
increases, bargaining power of the buyers decreases. In the case of more buyers, 
producers can sell their products more easily. In the training and consultancy 
industry, there is no available buyers’ data. However, the training and consulting 
industry has not any particular customer type as mentioned before. It serves to every 
type and size of customers. Main industries of clients are shown in Table 6.68. 
Table 6.68. Main Industries of Customers 
1. Automotive: Automotive manufacturers, suppliers, systems integrators and 
distributors 
2. Chemicals: Chemicals and petrochemical companies 
3. Communication/Media/Entertainment: Broadcasters, publishers, local based 
entertainment companies, multimedia companies, telecom service companies. 
4. Consumer goods: Food producers, beverage and tobacco producers 
5. Energy, Utilities and Natural Resources: Electricity, gas, oil, water industry, 
forestry 
6. Finance: Commercial banks, mutual funds companies, brokerage firms, 
investment banks, private banking and trust companies, international banks 
and insurance companies 
7. Healthcare and Pharmaceuticals: Providers (hospitals and physicians), 
manufacturers and distributors (of medical equipment and supplies) 
8. Military  
9. Non governmental organizations 
10. Personal and Business Services: Hotels, Real Estate and Rental services 
11. Public sector: Governmental institutions, local administrations, ministries 
12. Universities and other schools 
13. Textile  
14. Transportation: Carriers, shippers, logistics services companies 
15. Wholesale and Retail: Luxury retailers, specialty retailers, discount retailers, 
grocery chains, convenience stores, drug chains, car dealers, home 
improvement chains. 
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Since there is no available number of buyers’ data, it is assumed that product 
varieties, which are offered by most of the companies, reflect large number of 
buyers. For example, 65.3 % of the companies in the industry offer general 
management consulting service. This means that there are large numbers of buyers 
who buy this product. On the other hand, only 1.7 % of the companies offer search 
conference service. It is assumed that there are a small number of customers who buy 
search conferences. This assumption affects the segment size data, which will be 
used to determine attractiveness level of the segment.  Table 6.69 shows number of 
companies in each segment.  
Table 6.69. Number of Companies in Each Segment 
No Product Varieties 
Number of 
Companies 
(%) 
1 General Management 115 65.3 
2 Human Resources 106 60.2 
3 Personal Development 90 51.1 
4 Sales& Marketing 63 35.8 
5 Financial Management 48 27.3 
6 Certification 39 22.2 
7 International Business 31 17.6 
8 Team Development 30 17.0 
9 Technology Consulting 29 16.5 
10 Research 25 14.2 
11 Product and Process Development 20 11.4 
12 Merger & Acquisition 8 4.5 
13 Search Conferences 3 1.7 
As a result, the compact group has constructed Table 6.70 to evaluate bargaining 
power of the buyers. 
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Table 6.70. Evaluation Table for Concentration of Buyers 
Number of Companies for the Related 
Segment/Total Companies (%) 
Evaluation Point for 
Bargaining Power of 
Buyers 
0 – 5  9 
6 – 10  8 
11 – 15  7 
16 – 20  6 
21 – 30 5 
31 – 40 4 
41 – 60 3 
61 – 75  2 
76 –  1 
Buyers purchase large volumes relative to seller sales: 
If buyers purchase large volumes relative to seller sales, then bargaining power of 
buyers increases. Since there is no available buyers’ purchase data, ND is written 
into the related field. 
The products buyers purchase from the industry represent a significant fraction of the 
buyers’ costs or purchases: 
If the products buyers purchase from the industry represent a significant fraction of 
the buyers’ costs or purchases, buyers become more sensitive to the prices and 
quality of the products offered by the industry. Cost of a product is determined by the 
type of products bought. For example, if customer companies buy only open training, 
they have to allocate a small fraction of their budget for this service. However, if 
they buy long-term consulting and training service, they have to allocate more budget 
than before. As a result the compact group has constructed Table 6.71. 
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Table 6.71. Evaluation Table for Purchases of Buyers 
Which type of need do Products require? Evaluation Point 
for Bargaining 
Power of Buyers 
Open Training  9 
Short Term Individual Training 8 
Short Term Corporate Training 7 
Short Term Consulting 6 
Short Term Corporate Training and Consulting 5 
Medium-Long Term Individual Training 4 
Medium-Long Term Corporate Training 3 
Medium-Long Term Consulting 2 
Medium-Long Term Consulting and Training 1 
The products buyers purchase from the industry are standard or undifferentiated: 
As mentioned before, all products are almost completely similar to each other 
according to customer view. As similarity increases, the bargaining power of buyers 
increases. Eventually, the compact group has constructed Table 6.72. 
Table 6.72. Evaluation Table for Similarity of Products 
 
 
 
 
 
 
 
 
 
 
 
Buyers face few switching costs:  
In this part, the same tables (Table 6.30, 6.32), as it is mentioned before, will be 
used. 
Similarity of Products Evaluation Point for 
Bargaining Power of Buyers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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Buyers earn low profits: 
There is no available buyers’ profits data. Therefore ND is written into the related 
field. 
Buyers pose a credible threat of backward integration: 
Backward integration is assumed as that buyers hire trainers and consultants in the 
industry. The probability of realization of integration is strongly related with current 
salaries of trainers and consultants. In State Statistical Institute records, there is no 
significant discrimination among the employees. In other words, what percentage of 
employees are trainers, consultants or other supporting staff is not determined in the 
records. Therefore, managers, technical personnel and sales personnel who have 
university or other higher education degrees in the records are assumed as trainers 
and consultants. The second assumption made in this section is that average salaries 
of trainers and consultants are twice of other supporting personnel. Table 6.73 shows 
all related data and calculations. 
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Table 6.73. Amount of Payments to Trainers and Consultants 
Years 1998 1999 2000 2001 Average 
Annual Average Number 
of Persons Engaged 
1597 1306 1115 745 
 
Total of Man-Hours 
Worked in the related year 
3,584,981 3,174,825 2,697,208 1,919,790 
Annual Average Man-
Hours Worked by A 
Person Engaged 
2244.8 2431.0 2419,0 2576,9 
Number of Employees in 
November 
1,375 1,134 984 680 
Number of Trainers and 
Consultants in November 
198 283 247 219 
Annual Gross Payments to 
Employees (YTL) 
2,379,839 6,327,525 9,033,037 8,152,407 
Net Present Value of 
Annual Gross Payments 
per Trainers and 
Consultants (YTL) 
24,872.57 47,958.8 52,040.86 39,791.73 
Payments to Trainers and 
Consultants per hour 
(YTL) 
1.35 3.67 6.07 7.04 
Net Present Value of 
Payments per hour (YTL) 
11.08 19.73 21.51 15.44 16.94 
Source: State Statistical Institute 
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The compact group has constructed Table 6.74 to evaluate threat of backward 
integration. If companies pay a small amount of money to the trainers and 
consultants, the probability of trainers and consultants change the boss increases. 
Eventually, threat of backward integration increases.  
Table 6.74. Evaluation Table for Backward Integration 
Net Present Value of Payments per 
Hour Paid to Trainers and Consultants 
(YTL) 
Evaluation Point for 
Bargaining Power of Buyers 
0 – 8  9 
9 – 13 8 
14 – 15   7 
16 – 17  6 
18 – 20  5 
21 – 25  4 
26 – 35  3 
36 – 50 2 
51 –  1 
Industry average is 16.94 YTL/hour. Since there is not available data, it is assumed 
that all segment averages are the same and similar to the average of industry.  
The industry’s product is unimportant to the quality of the buyers’ products or 
services: 
Importance of the industry’s products is strongly related with the product type 
offered. Therefore Table 6.75 will be used to evaluate it. For example, open trainings 
are comparably unimportant to the quality of the buyers’ products. As a result, since 
customers can change the supplier easily, bargaining power of buyers who buy open 
trainings will be high.  
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Table 6.75. Evaluation Table for Importance of Industry’s Products 
Product Type 
Evaluation Point for 
Bargaining Power of Buyers 
Open Training  9 
Short Term Individual Training 8 
Short Term Corporate Training 7 
Short Term Consulting 6 
Short Term Corporate Training and Consulting 5 
Medium-Long Term Individual Training 4 
Medium-Long Term Corporate Training 3 
Medium-Long Term Consulting 2 
Medium-Long Term Consulting and Training 1 
The buyer has full information: 
Where the buyer has full information about demand, actual market prices, and even 
supplier costs, this usually yields the buyer greater bargaining leverage than when 
information is poor. It is assumed that information level is related with the number of 
companies in the related segment. Therefore, Table 6.76 is constructed by the 
compact group. For example, if the number of companies increases, access to 
information will be easy. Therefore, the buyer will have more information about the 
industry. Eventually, more information will increase the bargaining power of buyers. 
Table 6.76. Evaluation Table for Information Level of Buyers 
Number of Companies for the Related 
Segment/Total Companies (%) 
Evaluation Point for 
Bargaining Power of Buyers 
0 – 5  1 
6 – 10  2 
11 – 15  3 
16 – 20  4 
21 – 30 5 
31 – 40 6 
41 – 60 7 
61 – 75  8 
76 –  9 
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Firms in industry make relationship - specific investments: 
Firms in the training and consulting industry generally offer a methodology to 
improve the business processes of their customers. They do not make heavily 
specific investments. A Firm offers the same product or service in the same way to 
all customers. Therefore, Table 6.77 will be used to make evaluations. 
Table 6.77. Evaluation Table for Relationship Specific Investments 
Up to Which Extent Firms in 
Industry Make Relationship - 
Specific Investments with Buyers 
Evaluation Point for 
Bargaining Power of 
Buyers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
History of cooperation in the industry: 
The generic evaluation table in Table 6.78 will be used to evaluate the effects of 
cooperation on the bargaining power of buyers. However, There is no available data 
about this item. Therefore, ND is written. 
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Table 6.78. Evaluation Table for Number of cooperation with Buyers 
Number of cooperation 
with Buyers  
Evaluation Point for 
Bargaining Power of Buyers 
0 – 1  9 
2 8 
3 7 
4  6 
5 5 
6   4 
7 – 10  3 
11 – 15  2 
16 –  1 
The rate of change in customers’ needs and preferences: 
The Rate of Change in Customers’ Needs and Preferences is interrelated with 
substitute products. If there are substitute products in the industry, this situation 
triggers the change. Otherwise, change becomes slowly. Another factor, which could 
affect the rate of change, is relationship with technology for the mentioned segments. 
Table 6.79. Evaluation Table for The Rate of Change in Customers’ Needs and 
Preferences 
The Rate of Change in Customers’ 
Needs and Preferences 
Evaluation Point for 
Bargaining Power of Buyers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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Government effects through regulations: 
Table 6.80 will be used to evaluate this item.  
Table 6.80. Evaluation Table for Increase in Bargaining Power of Buyers 
Through Government Regulations 
Increase in Bargaining Power of Buyers 
Through Government Regulations  
Evaluation Point for 
Bargaining Power of Buyers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
6.2.4.5. Factors Affecting Bargaining Power of Suppliers 
Main suppliers in the industry are described in Table 6.81. Although there are several 
other suppliers in the industry (catering firms, stationery providers, cleaning services, 
utilities providers etc.), they do not significant effect on the industry. Therefore, only 
main suppliers will be taken account during the supplier process.  
Table 6.81. Main Suppliers in the Industry 
1. Trainers 
2. Consultants 
3. Classroom Providers (Especially Hotels) 
4. Accommodation providers (Especially Hotels) 
5. Registered Product Owners 
6. Software Programs Providers  
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Industry is dominated by a few companies: 
The compact group has constructed Table 6.82 to determine bargaining power of 
trainers and consultants. If average number of trainers and consultants per company 
increases, their bargaining power decreases.  
Table 6.82. Evaluation Table for Bargaining Power of Trainers and Consultants 
Average Number of Trainers and 
Consultants per Company 
Evaluation Point for Bargaining 
Power of Suppliers 
51 –  1 
26 – 50   2 
16 – 25 3 
8.1 – 15 4 
6.1 – 8  5 
4.1 – 6  6 
2.1 – 4  7 
0.6 – 2.0   8 
0 – 0.5  9 
In order to determine average number of trainers and consultants per company, 
calculations in Table 6.83 are performed. As seen in Table 6.83, industry average is 
1.45 trainers/consultants per company. Since there is not any segment-based data, it 
is assumed that industry average is as the same as for all segments.  
Table 6.83. Average Number of Trainers and Consultants per Company 
Years 
Annual 
Average 
Number of 
Persons 
Engaged 
Number of 
Trainers and 
Consultants 
in 
November 
Number of 
Companies 
Average Number of 
Trainers and Consultants 
in November per Company  
1998 1,597 198 173 1.14 
1999 1,306 283 159 1.78 
2000 1,115 247 203 1.22 
2001 745 219 120 1.83 
Industry 
Average 
   
1.45 
 
Source: State Statistical Institute 
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In order to determine bargaining power of hotels as classroom and accommodation 
providers, registered product owners and software programs providers, the compact 
group has constructed Table 6.84. 
Table 6.84. Evaluation Table for Bargaining Power of Other Suppliers 
Number of Related Providers 
in the Industry 
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 9 
Very Low to Low 8 
Low 7 
Low to Medium 6 
Medium 5 
Medium to High 4 
High 3 
High to Very High 2 
Very High 1 
Suppliers are selling to more fragmented buyers: 
If suppliers sell to more fragmented buyers, their bargaining power increases. Since 
there is not available data about this item, Table 6.85 will be constructed. 
Table 6.85. Evaluation Table for Fragmented Buyers 
To How Many Fragments 
Suppliers are selling  
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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It is not obliged to contend with other substitute products: 
In order to determine bargaining power, Table 6.86 is constructed. If threat from 
substitute products for suppliers increases, bargaining power of suppliers decreases.  
Table 6.86. Evaluation Table for Threat From Substitute Products For 
Suppliers 
Threat from substitute 
products for suppliers  
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 9 
Very Low to Low 8 
Low 7 
Low to Medium 6 
Medium 5 
Medium to High 4 
High 3 
High to Very High 2 
Very High 1 
The industry is not an important customer for the suppliers: 
In order to determine “the importance of the industry” effect on the bargaining power 
of suppliers, Table 6.87, 6.88, 6.89 will be used. For example, if the products are 
served in long term corporate training, then importance of the industry increases. As 
a result, when importance of the industry increases, bargaining power of suppliers 
decreases.  
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Table 6.87. Evaluation Table for Importance Level of the Industry for the 
Registered Product Owners and Software Programs Providers 
Importance Level of the Industry 
for the Registered Product Owners 
and Software Programs Providers 
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 9 
Very Low to Low 8 
Low 7 
Low to Medium 6 
Medium 5 
Medium to High 4 
High 3 
High to Very High 2 
Very High 1 
Table 6.88. Evaluation Table for Importance Level of the Industry for Trainers 
and Consultants 
Average Number of Trainers and 
Consultants per Company 
Evaluation Point for Bargaining 
Power of Suppliers 
51 –  1 
26 – 50  2 
16 – 25 3 
8.1 – 15 4 
6.1 – 8  5 
4.1 – 6  6 
2.1 – 4  7 
0.6 – 2.0  8 
0 – 0.5  9 
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Table 6.89. Evaluation Table for Importance Level of the Industry for 
Classroom and Accommodation Providers 
Product Type Evaluation Point for Bargaining 
Power of Suppliers 
Short Term Consulting 9 
Medium-Long Term Consulting 8 
Open Training  7 
Short Term Individual Training 6 
Short Term Corporate Training and Consulting 5 
Short Term Corporate Training 4 
Medium-Long Term Individual Training 3 
Medium-Long Term Consulting and Training 2 
Medium-Long Term Corporate Training 1 
In order to assess each segment in the industry, each product type is evaluated as in 
Table 6.31. The same procedure, when Table 6.31 is constructed, is implemented to 
construct Table 6.90.  
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Table 6.90. Evaluation Points of Bargaining Power of Suppliers According to 
Product Types  
Pro. 
No in 
App. 
B 
Prod. 
Proc. 
Dev. 
Gen. 
Man.  
M
&A 
Fin. 
Ma
n. 
Int. 
Bus. 
Pers.
Dev. 
Team 
Dev. 
HR Cer
t. 
Resea
rch 
Sales 
Mark
eting 
Search  
Conf. 
Tec
hno 
1 7 7 8 9 7 7 4 9 2 9 7 4 5 
2 7 9  8 7 7 4 9 2 9 7 4 5 
3 7 7  7 7 7  9 2 9   9 
4 7 7  7 7 7  8 2 9   7 
5 7 7  7  7  9 4 9   7 
6 7 7    7   4 9   6 
7 7 7    7   2 9   7 
8 7 7    7   2 9   2 
9  7    7   2 9    
10  4    7   2 9    
11  7    7   2 9    
12  7    7   5 9    
13  7    7        
14  7    7        
15  7    7        
16  7    7        
17  7    7        
18  7    7        
19  7    7        
20  7    7        
21  5    7        
22  9    7        
23  7    7        
24  4    7        
25  7    7        
26  7    7        
27  4    3        
28  7    3        
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Table 6.90. Evaluation Points of Bargaining Power of Suppliers According to 
Product Types (Contd.) 
Pro. 
No in 
App. 
B 
Prod. 
Proc. 
Dev. 
Gen. 
Man.  
M
&A 
Fin. 
Ma
n. 
Int. 
Bus. 
Pers.
Dev. 
Team 
Dev. 
HR Cer
t. 
Resea
rch 
Sales 
Mark
eting 
Search  
Conf. 
Tec
hno 
29  7    3        
30  3    3        
31  5    3        
32  7    3        
33  7            
34  7    7        
35  7    7        
36  7    7        
37  7    4        
38  7    7        
39  7    7        
40  9    4        
41  5    7        
42  7    7        
43  7    7        
44  7    7        
45  4    7        
46  7    7        
47  7    7        
48      7        
              
Aver
age 7.0 6.7 8.0 7.6 7.0 6.4 4.0 8.8 2.6 9.0 7.0 4.0 6.0 
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The suppliers’ product is an important input to the buyers’ business: 
In order to determine “the importance of the suppliers for the buyers” effect on the 
bargaining power of suppliers, the following evaluation tables will be used. 
Table 6.91. Evaluation Table for The Importance Level of Products of 
Registered Product Owners, Software Programs Providers, and 
Trainers/Consultants in the buyers’ business 
The Importance Level of Products of Registered 
Product Owners, Software Programs Providers, 
and Trainers/Consultants for the buyers’ business 
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
Table 6.92. Evaluation Table for The Importance Level of Classroom and 
Accommodation Providers 
Which type of need do Products require? Evaluation Point for Bargaining 
Power of Suppliers 
Short Term Consulting 1 
Medium-Long Term Consulting 2 
Open Training  3 
Short Term Individual Training 4 
Short Term Corporate Training and Consulting 5 
Short Term Corporate Training 6 
Medium-Long Term Individual Training 7 
Medium-Long Term Consulting and Training 8 
Medium-Long Term Corporate Training 9 
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The suppliers have built up switching costs:  
Employee retraining costs: In order to determine “employee retraining costs” effect 
on the bargaining power of suppliers, Table 6.93 will be used. Since, retraining costs 
for accommodation and classroom can’t occur, NA is written into the field. 
Table 6.93. Evaluation Table for Switching Costs 
Current Values of the Related Items 
Evaluation Point for 
Bargaining Power of 
Suppliers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
Costs of new ancillary equipment: In training and consulting industry, there is not 
cost of new ancillary equipment. Therefore, NA (Not Applicable) is written into the 
related field.  
In order to determine effects of “cost of testing and qualifying a new source” and  
“need for technical help” on the bargaining power of suppliers, Table 6.93 will be 
used. 
The suppliers’ products are differentiated: 
If suppliers’ products are highly differentiated, buyers cut off their options to play 
one supplier against another. Therefore, bargaining power of suppliers increases. The 
compact group has constructed Table 6.94 to evaluate bargaining power of suppliers.  
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Table 6.94. Evaluation Table for Suppliers’ Products Differentiation  
Up to Which Extent Suppliers’ 
Products are Differentiated? 
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
The suppliers pose a credible threat of forward integration: 
Forward integration is that suppliers could produce the products and services of 
training and consultancy firms in the industry. If trainers and consultants strongly 
believe that they can earn more money when they make forward integration, it is 
assumed that they make forward integration. Reversibly, if they earn a small amount 
of money in the companies, they pose a credible threat of forward integration against 
those companies. The fundamental criterion for this assumption is Table 6.95 
Table 6.95. Evaluation Table of Forward Integration For Trainers and 
Consultants 
Net Present Value of Payments 
per Hour Paid to Trainers and 
Consultants (YTL) 
Evaluation Point for Bargaining 
Power of Suppliers 
0 – 8  9 
9 – 13 8 
14 – 15   7 
16 – 17  6 
18 – 20  5 
21 – 25  4 
26 – 35  3 
36 – 50 2 
51 –  1 
 134 
Industry average is 16.94 YTL/hour. Since there is not any available data about 
segments, it is assumed that segment averages are the same of the industry.   
Table 6.96 shows the related evaluation for other suppliers. 
Table 6.96. Evaluation Table of Forward Integration For Other Suppliers 
Other suppliers pose a credible 
threat of forward integration  
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
Firms in industry make relationship - specific investments: 
Suppliers in the training and consulting industry do not make heavily specific 
investments. Therefore Table 6.97 will be used to make evaluations. This table is 
reverse of the table in the “bargaining power of buyers” part. Because, As 
relationship-specific investments made by suppliers increases, then suppliers become 
more dependent to the firms in the industry. As a result, its bargaining power 
decreases.  
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Table 6.97. Evaluation Table for Relationship - Specific Investments Effects on 
Bargaining Power of Suppliers 
Up to Which Extent Supplier Firms in 
Industry Make Relationship - Specific 
Investments  
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 9 
Very Low to Low 8 
Low 7 
Low to Medium 6 
Medium 5 
Medium to High 4 
High 3 
High to Very High 2 
Very High 1 
Cooperation with suppliers to improve: 
Table 6.98 will be used to determine “cooperation” effects on the bargaining power 
of suppliers.  
Table 6.98. Evaluation Table for Cooperation With Suppliers 
Number of cooperation 
with suppliers 
Evaluation Point for Bargaining 
Power of Suppliers 
0 – 1  9 
2 8 
3 7 
4  6 
5 5 
6   4 
7 – 10  3 
11 – 15  2 
16 –  1 
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Government effects through regulations: 
Table 6.99 will be used to evaluate government effects on the bargaining power of 
suppliers. 
Table 6.99. Evaluation Table for Government Effects Through Regulations 
Increase in Bargaining Power of 
Suppliers Through Government 
Regulations 
Evaluation Point for Bargaining 
Power of Suppliers 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
6.2.4.6. Final Evaluation of Five Competitive Forces 
The attractiveness of a segment is a function of its structural attractiveness, its size 
and growth, and the match between a firm's capabilities and the segment's needs. Up 
to now, data required for structural attractiveness is obtained through five forces 
template tables. All data is converted to the comparable and computable units 
through the universal generic evaluation scale. In other words, it is asserted in the 
study that apple and pear could be compared through the universal generic evaluation 
tables. After determination of all items in the five forces template tables, average 
value of each force will be written to the “average” part of the each force. At the end, 
final evaluation table, Table 6.100, will be used.  
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Table 6.100. Final Evaluation Table for Attractiveness Level of A Segment 
Five Competitive 
Forces 
Average 
Evaluation 
Points of 
Each 
Competitiv
e Force 
Average 
Evaluation 
Point of 
Competitiv
e Forces in 
The 
Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match to 
Firm’s 
Capabilit
ies 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
 
    
 
Intensity of 
Rivalry Among 
Existing 
Competitors 
 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
 
Bargaining Power 
of Buyers 
 
Bargaining Power 
of Suppliers 
 
The final evaluation table consists of 6 parts: 
Average evaluation point of each competitive force: Average evaluation values of 
each force, which is obtained from the five forces template tables, are written to 
those fields. 
Average evaluation point of competitive forces in the segment: Average value of 
average evaluation values of each force is written into this field.   
Segment size: Annual total sales reflect the segment size. There is not any agency or 
institution that records segment size data for the industry. Therefore, a questionnaire 
is prepared and sent to 176 training and consultancy institutions via e-mail. However, 
none of them has responded to the mail. The compact group has assumed that 
segment size is strongly proportional with the ratio of “number of companies for the 
related segment/total companies”. Therefore, the compact group has constructed 
Table 6.101 to assess segment size in the industry. 
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Table 6.101. Evaluation Table for Segment Size 
Number of Companies for 
the Related Segment / Total 
Companies (%) 
Evaluation 
Point 
0 – 5  1 
6 – 10  2 
11 – 15  3 
16 – 20  4 
21 – 30 5 
31 – 40 6 
41 – 60 7 
61 – 75  8 
76 –  9 
Segment growth rate: While segment size shows current profitability of the segment, 
segment growth rate gives fundamental clues about future profitability of the 
segment. As mentioned above, no data is obtained during the industry investigation 
about growth rate of each segment. Therefore, It is assumed that average growth rate 
of industry is similar for all segments. Table 6.102 will be used to assess segment 
growth rate.  
Table 6.102. Evaluation Table for Segment Growth Rate 
Growth by Gross 
revenues (Percentage) 
Evaluation 
Point 
   – 2  1 
2.1 – 4  2 
4.1 – 6  3 
6.1 – 10  4 
10.1 – 20  5 
21 – 30  6 
31 – 50  7 
51 – 70 8 
71 –  9 
The average value of Reel Industry Growth Rate by Total Gross Revenues = 13.23 % 
The average value of Reel Efficiency by Gross Revenues per Company = 29.28 % 
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The final evaluation point of a segment is average value of “evaluation point for total 
industry growth” and “evaluation value of growth per company” as in Table 6.103 
Table 6.103. Calculation of Industry Growth Rate 
 Current 
Values 
Unit Evaluation 
Point 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
Average segment growth rate for all segments is evaluated as the same and equal to 
5.5 points. 
Match to firm’s capabilities: The ultimate objective of the industry analysis is to find 
a position in the industry where the company can best defend itself against 
competitive forces mentioned before or can influence them in its favor. Since the 
collective strength of the forces may well be painfully apparent to all competitors, 
the key for developing strategy is to analyze the sources of each. Knowledge of these 
underlying sources of competitive pressure highlights the critical strength and 
weaknesses of the company. In the training and consultancy industry, the most 
important resource, which shows the main capability of the company to perform 
jobs, is trainers and consultants they have. Table 6.104 will be used to assess “firm’s 
capabilities required by the segment”. 
Table 6.104. Evaluation Table for Firm’s Capabilities Match to Segment 
How Much Do Firm’s 
Capabilities Match to Segment  
Evaluation 
Point 
Very Low 1 
Very Low to Low 2 
Low 3 
Low to Medium 4 
Medium 5 
Medium to High 6 
High 7 
High to Very High 8 
Very High 9 
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Turkish Institute for Industrial Management, in short TÜSSİDE, implemented this 
proposed industry analysis model. This part will be evaluated according to 
capabilities of TÜSSİDE. As understood easily, this field can take different values as 
evaluating firms change.  
TÜSSİDE, which is a supporting institute of TÜBİTAK, provides training, 
consulting, research, publication for managers and manager candidates with 
information & technology aided scientific approach to contribute to the continuous 
improvement of institutions. 
Attractiveness level of the segment: Industry segments differ in their attractiveness 
and the sources of competitive advantage for competing in them. Attractiveness level 
of the segment is final criterion to decide which segments are more attractive. Since 
attractiveness level of the segment is directly proportional with the segment size, 
segment growth rate and firm’s capabilities and reverse proportional with the average 
evaluation point of competitive forces in the segment, the following formula will be 
used. 
Attractiveness Level of The Segment = 
(Segment Size X Segment Growth Rate X Match to Firm’s Capabilities) / Average 
Evaluation Point of Competitive Forces In The Segment 
Attractiveness level of the segment will be evaluated according to Table 6.105. 
Table 6.105. Evaluation Table for Attractiveness Level of Segment 
Attractiveness Point of 
The Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level of The 
Segment (in generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
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Values in Table 6.105 come from the calculations in Table 6.106 
Table 6.106. Required Calculations for Construction of Attractiveness Table 
Average 
Evaluation Point 
of Competitive 
Forces in The 
Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match to 
Firm’s 
Capabilities 
Explanation 
1 9 9 9 (9X9X9)/1=729 
1 8 8 8 (8X8X8)/1=512 
(9X9X9)/2=364.5 
(512+364.5)/2=438.3 
2 9 9 9 
2 8 8 8 (8X8X8)/2=256 
3 7 7 7 (7X7X7)/3=114.3 
4 6 6 6 (6X6X6)/4=54 
5 5 5 5 (5X5X5)/5=25 
6 4 4 4 (4X4X4)/6=10.7 
7 3 3 3 (3X3X3)/7=3.9 
8 2 2 2 (2X2X2)/8=1 
9 1 1 1 (1X1X1)/9=0.1 
The case of segment size, segment growth rate, match to firm’s capabilities have a 
value of 9 and average evaluation point of competitive forces in the segment has a 
value of 1 is the most appropriate case. It means that the attractiveness level of the 
segment is very high and company should enter into this segment as soon as possible. 
However, the case of segment size, segment growth rate and firms’ capabilities have  
a value of 1 and average evaluation point of competitive forces in the segment has a 
value of 9 is the worst case. 
The ultimate objective of the industry analysis is to find a position in the industry 
where the company can best defend itself against competitive forces mentioned 
before or can influence them in its favor. Therefore, after determination of 
attractiveness level of each segment, companies have to construct their competitive 
strategy. As a simple strategy formulation through attractiveness level of the 
segment, Table 6.107 could be used. 
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Table 6.107. Simple Strategy Formulation Through Attractiveness Level of A Segment 
Attractiveness Level of 
The Segment  
(in generic scale)  
Simple Strategy 
If the company is 
currently in the segment 
If the company is not 
currently in the segment  
  – 3  Leave the segment Do not enter into the 
segment 4 – 5  
Stay in the segment 
6 –  Enter into the segment 
A firm in a very attractive segment may still not earn attractive profits if it has 
chosen a poor competitive strategy. Segments may become more or less attractive 
over time and competitive position reflects an unending battle among competitors. 
While segment attractiveness is partly a reflection factors over which a firm has little 
influence, competitive strategy has considerable power to make a segment more or 
less attractive. If a firm in the segment wants to make the segment more attractive for 
him, then he has to investigate the evaluation points of each item in the template five 
forces tables. This is out of the scope of this study.  
All 13 segments in the industry are evaluated according to the evaluation tables 
mentioned before and attractiveness level of each segment is determined. All details 
of the segments and other calculations are presented in Appendix C. 
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7. EVALUATION OF RESULTS AND DISCUSSION 
Up to now, training and consultancy industry has been separated into 13 segments. 
Those 13 segments are evaluated to determine their attractiveness level through the 
proposed model. The proposed model constructed quantitative, comparable, 
computable, and understandable results. Table 7.1 shows order of segments 
according to their attractiveness level.  
Table 7.1 shows that there is not any brilliant segment in the industry. The most 
attractive segment is “General Management Consulting”. On the other hand, the less 
attractive segment is “Merger & Acquisition Consulting”. The simple strategy 
formulation table, Table 6.107 says that TÜSSİDE should not enter into any new 
segment. It should stay in all segments where it currently serves.  
It should not be forgotten that simple strategy formulation table give rough strategy. 
In order to formulate a detailed competitive strategy, all detailed data in the segment 
should be considered. Think of, as an example for detailed strategy formulation, 
which is out of the scope of this study, “General Management Consulting “segment. 
In order to make a segment at least “highly” attractive, the related segment must have 
at least 114.3 evaluation points as seen in Table 6.105. 
Lets look at attractiveness point details of “General Management Consulting” 
segment. The attractiveness point of this segment is 78.2. When following 
calculations made, it will be seen that, the attractiveness level of the segment should 
be increased at least about 1.5 times. 
114.3 / 78.2 = 1.46 
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Table 7.1. Order of Segments According to Their Attractiveness Level 
No Segments 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The 
Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match to 
Firm’s 
Capabilit
ies 
Attractiv
eness 
Point of 
The 
Segment 
Attractiv
eness 
Level of 
The 
Segment 
(in 
generic 
scale)  
1 
General 
Management 
4.5 8 5.5 8 78.2 6 
2 
Personal 
Development 
4.6 7 5.5 7 58.6 6 
3 
Human 
Resources 
4.2 7 5.5 6 55.0 6 
4 
Team 
Development 
4.3 4 5.5 9 46.1 5 
5 
Sales& 
Marketing 
4.6 6 5.5 5 35.9 5 
6 Certification 3.9 5 5.5 5 35.3 5 
7 
Product and 
Process 
Development 
5 3 5.5 8 26.4 5 
8 
Financial 
Management 
4.4 5 5.5 4 25.0 5 
9 
International 
Business 
4.5 4 5.5 5 24.4 4 
10 Research 4.3 3 5.5 4 15.4 4 
11 
Search 
Conferences 
4.2 1 5.5 9 11.8 4 
12 
Technology 
Consulting 
4.2 4 5.5 2 10.5 3 
13 
Merger & 
Acquisition 
3.8 1 5.5 4 5.79 3 
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Table 7.2. Attractiveness Level Details of General Management Segment 
Product 
Varieties 
Average 
Evaluation 
Point of 
Competitive 
Forces in The 
Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match to 
Firm’s 
Capabilities 
Attractivenes
s Point of 
The Segment 
Attractiven
ess Level 
of The 
Segment 
(in generic 
scale)  
General 
Management 
4.5 8 5.5 8 78.2 6 
The easiest way of increasing attractiveness level of the segment is improving 
internal capabilities of TÜSSİDE. In many times, improving internal weaknesses is 
easier than intervening to the external environment. As seen in Table 7.2, capabilities 
of TÜSSİDE are almost “very high” which match to the requirements of the 
segment. Therefore, required increase in this part will be slightly. Another part that 
should be considered to improve the segment is “Average Evaluation Point of 
Competitive Forces in The Segment”. If collective threat of five competitive forces 
decreases to the value of 3.0, then the segment will be highly attractive for 
TÜSSİDE. The reason of choosing 3 results from the following calculations: 
4.5 / 1.5 = 3.0 
In order to make the required improvement, first of all, evaluation point of each force 
should be investigated. Table 7.3 shows a summary for five competitive forces 
according to segments. As seen in Table 7.4, decrease in the threat of new entrants 
and suppliers may satisfy the required improvements. 
 146 
Table 7.3. Summary of Five Competitive Forces for Each Segment 
Segments The 
Threat 
of 
Entry 
Intensity of 
Rivalry 
Among 
Existing 
Competitors 
Pressure from 
Substitute 
Products and 
Support from 
Complementors 
Bargaining 
Power of 
Buyers 
Bargaining 
Power of 
Suppliers 
Average 
Product and 
Process Dev. 
7.1 4.2 2.8 5.7 5.3 5.0 
General 
Man. 
6.8 4.2 1.0 5.4 5.1 4.5 
M&A 5.9 3.4 1.0 3.4 5.1 3.8 
Financial 
Man. 
6.8 3.9 1.0 5.0 5.2 4.4 
International 
Business 
6.8 4.0 1.0 5.6 5.1 4.5 
Personal 
Development 
7.0 4.2 1.0 5.4 5.6 4.6 
Team 
Development 
6.6 4.2 1.0 4.8 5.0 4.3 
Human 
Resources 
Management 
6.5 3.7 1.0 4.6 5.1 4.2 
Certification 
Services 
6.0 3.6 1.0 3.6 5.1 3.9 
Research 
Services 
6.5 3.7 1.0 4.6 5.9 4.3 
Sales and 
Marketing 
7.1 4.5 1.0 5.6 5.0 4.6 
Search 
Conferences 
6.5 3.9 1.0 4.6 5.1 4.2 
Technology 
Consulting 
6.7 3.9 1.0 4.5 5.1 4.2 
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Table 7.4. Comparison of Current Case With Desired Case 
Five Competitive Forces  Current Case 
A Probable 
Desired Case 
Threat of Entry 6.8 2.0 
Intensity of Rivalry 
Among Existing 
Competitors 
4.2 4,2 
Pressure From Substitute 
Products And Support 
From Complementors 
1.0 1.0 
Bargaining Power of 
Buyers 
5.4 5.4 
Bargaining Power of 
Suppliers 
5.1 2.0 
Average 4.5 2.9 
At that point, the probable case directs us to go back to the “threat of entrants” and 
“threat of suppliers” parts of the general management segment. In both parts, each 
item should be investigated. Possible threat decreasing scenarios should be 
constructed. Eventually, strategies and action plans should be constructed through 
threat decreasing scenarios and implemented. 
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8. CONCLUSION 
The essence of formulating competitive strategy results from relating a company to 
its environment. Although the relevant environment is very broad, encompassing 
social as well as economic forces, the key aspects of the firm’s environment is the 
industry or industries in which it competes. An industry is a market in which similar 
or closely related products are sold to buyers. Industry environment is the firm’s 
proximate environment. Industry structure has a strong influence in determining the 
competitive rules of the game as well as the strategies potentially available to the 
firm.  
This study presents a comprehensive framework to help a firm analyze its industry as 
a whole and predict the industry’s future evolution, to understand its competitors and 
its own position, and to translate this analysis into a competitive strategy for its 
business. It has been apparent from reading this study that a comprehensive analysis 
of an industry and its competitors requires a great deal of data, some of it subtle and 
difficult to obtain.  
The goal of competitive strategy for a firm in an industry is to find a position in the 
industry where the company can best defend itself against Porter’s five competitive 
forces or can influence them in its favor. Since the collective strength of the forces 
may well be painfully apparent to all competitors, the key for developing strategy is 
to analyze the sources of each. Knowledge of this underlying sources of competitive 
pressure highlights the critical strength and weaknesses of the company, animates its 
position in its industry, clarifies the areas where strategic changes may yield the 
greatest payoff, and highlights the areas where industry trends promise to hold the 
greatest significance as either opportunities or threats. Understanding these sources 
will also prove to be useful in considering areas for diversification. The main 
approach in this analysis is industry segmentation. 
Industry segmentation is the division of an industry into subunits for purposes of 
developing competitive strategy. Industry segmentation exposes the differences in 
 149 
structural attractiveness among segments. Industry segments differ in their 
attractiveness and the sources of competitive advantage for competing in them. The 
key strategic questions that arise out of segmentation are:  
 where in the industry a firm should compete 
 how its strategy should reflect this segmentation  
The first issue in deciding where to compete in an industry is the attractiveness of the 
various segments. The attractiveness of a segment is a function of its structural 
attractiveness, its size and growth, and the match between a firm's capabilities and 
the segment's needs. The structural attractiveness of a segment is a function of the 
strength of the five competitive forces at the segment level.  
In the literature survey, three industry analysis methodologies have been 
investigated. Porter’s five competitive forces model, coopetition and Slater-Olson 
Augmented Model. Latter two methodologies are primarily based on Porter’s five 
competitive forces model. In other words, they support and contribute what Porter 
says. Porter’s Five Competitive Forces Model has an invaluable contribution to the 
industry analysis, and hence competitive strategy. Porter has presented a convenient 
framework for exploring the economic factors that affect the industry. Although 
there were numerous critics made for the model, only Adam Brandenburger and 
Barry Nalebuff made a significant addition to the model. They have described the 
firm’s “value-net” which includes suppliers, distributors and competitors. Whereas 
Porter’s approach for how suppliers, distributors and competitors might destroy a 
firm’s profits, Brandenburger and Nalebuff’s key insight was that these firms often 
enhance firm profits. 
Although the latter two industry analysis models have contributions to Porter’s 
model, it is too difficult to read the results obtained through these methodologies. 
Since they don’t provide quantitative results, every manager or analysts in the same 
company interpret the industry significantly different. These differences result from 
the lack of a common scale, which makes every manager and analyst interpret the 
same results in the same way. That is, when an industry requires at least 550,000 $ 
capital requirement per year, every manager in the same company should interpret 
that the industry requires significantly high amount of money through the same scale. 
In order to make the framework more quantitative, three industry analysis models, 
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Porter’s five forces model, coopetition and Slater-Olson augmented model have been 
combined. All industry-affecting factors explained by the models are placed on 
template tables, one table for each Porter’s competitive force. Porter’s five forces 
model construct the fundamental of the proposed model. Suggestions of other models 
are combined with this fundamental model up to some extent.  
 The main contribution of this study is that evaluation tables are constructed. These 
tables make the model quantitative, which completes inadequacy of the previous 
three models. The evaluation tables are like a converter, which convert any value to 
the comparable, computable, and understandable values. In other words, completely 
different two criteria could be compared with each other.  
After construction of generic template tables, each factor in the tables is graded over 
9 points on a likert scale. This generic evaluation scale will be used as universally 
during the study. All factors, results, are evaluated according to this scale. 
Conversion of current values to universal evaluation points is very difficult process. 
Therefore evaluators will require a great deal of industry data.  
In the study, 176 training and consulting institutions including companies, non-
governmental organizations, and public institutions have been investigated. 
Investigation includes all top and leading institutions. Investigation is realized 
especially with Internet search where web sites of all related institutions are 
investigated. In the investigation, it is exposed that there are slightly more than 400 
products in the industry. 
The training and consultancy industry has been separated to the 19 segments through 
the proposed model. These segments are reduced to 13 segments through the 
significance test. 13 segments are evaluated through the template tables and universal 
generic evaluation table. Each item in the template table has been evaluated via the 
evaluation tables constructed by the compact group. After the evaluation, order of 
segment from the most attractive industry segments to the less attractive industry 
segments for TÜSSİDE is determined as in Table 7.1. 
Most attractive segments have shown that since TÜSSİDE currently serves to those 
segments, it should keep to serve them. There is not any segment, where TÜSSİDE 
does not serve to it but it has attractiveness value, which is equal to or greater than 
“Medium to High”. Therefore, it is concluded that there is not any segment where 
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TÜSSİDE should enter into it. As a result, TÜSSİDE should keep to stay in the 
segments it serves and does not enter into any segment for a while as a simple 
strategy. At that point, TÜSSİDE should influence the industry structure in its favor 
through intervening to the related items. However, this intervening process is topic of 
another study. Nevertheless, the required framework for this process is explained in 
the study. 
As a conclusion, this study constructs an understandable and quantitative 
methodology for managers, entrepreneurs, and all related analysts who require 
significantly industry analysis methodologies. At the same time, this is the first 
detailed investigation of the Turkish training and consultancy industry. The most 
important step in the industry analysis is data collection. In order to make right 
evaluations, a great deal of data is required. In developing countries like Turkey, it is 
too difficult to reach precise and accurate data. Therefore, data collection should be 
performed continually through a team. When there is not required data, reasonable 
assumptions should be made. It is not forgotten that industry analysis by segments 
should not be performed once, it should be performed continually to determine most 
attractive segments to enter into it or less attractive segments to leave it. 
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APPENDIX A.  
TEMPLATE TABLES  
Table A.1. Factors Affecting The Threat of Entry 
No Factors 
Current 
Values 
Unit 
Evaluation 
Point 
1 
Significant Economies of Scale    
   Economies of scale    
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
   
   Joint costs    
   Vertical integration    
2 
Product Differentiation    
   Brand identification    
   Advertising    
   Good customer service    
   Product Differences    
   Being long time in the industry    
   Organizing congress, conference and 
sponsorships 
   
3 Working Capital Requirements    
4 
Switching Costs    
   Employee retraining costs    
   Costs of new ancillary equipment    
   Cost of qualifying a new source    
   Need for technical help    
5 
Access to Distribution Channels    
   Existing competitors have long 
relationships with channels 
   
   Existing competitors have high-
quality relationships with channels 
   
   Existing competitors exclusive 
relationships with channels 
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Table A.1. Factors Affecting The Threat of Entry (Contd.) 
6 
Cost Disadvantages Independent of 
Scale 
   
   Know-how or design characteristics 
kept through patents or secrecy 
   
   Favorable access to raw materials    
   Favorable locations    
   Learning or experience curve     
      Workers improve their methods    
      Specialized processes and 
equipment are developed 
   
      Better performance is coaxed from 
equipment 
   
      Product design changes make 
manufacturing easier 
   
      Techniques for measurement and 
control of operations improve 
   
7 
Government Policy    
   Licensing requirements    
   Limitation to access to raw materials    
   Government subsidies    
   Cost increasing regulations    
8 
Expected Retaliation    
   A history of vigorous retaliation to 
entrants 
   
   Excess cash capacity    
   Unused borrowing capacity    
   Adequate excess productive 
capacity to meet all future needs 
   
   Established firms have illiquid assets    
   Industry growth    
      Total industry growth    
      Growth per company    
9 Cooperation Against New Entrants    
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Table A.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
No Factors 
Current 
Values 
Unit 
Evaluation 
Point 
1 Numerous Competitors    
2 Equally Balanced Competitors    
3 
Slow Industry Growth    
      Total industry growth    
      Growth per company    
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
   
5 Significant Cost Differences    
 
6 
Lack of Differentiation    
   Brand identification    
   Advertising    
   Customer service    
   Product Differences    
   Being long time in the industry    
   Organizing congress, conference and 
sponsorships 
   
 
7 
Lack of Switching Costs    
   Employee retraining costs    
   Costs of new ancillary equipment    
   Cost of qualifying a new source    
   Need for technical help    
8 
Capacity Augmented in Large 
Increments 
   
 
9 
Different Types of Competitors    
   National Private Competitors     
   Small National Competitors which 
Limits the profitability 
   
   Foreign Competitors    
   Non Governmental Organizations    
   Public Institutions    
   Competitors That Tied to Parents    
   Competitors which view the industry 
as an Outlet 
   
10 High Strategic Stakes    
 
11 
High Exit Barriers    
   Highly specialized assets    
   Fixed costs of exit    
   Strategic interrelationships    
   Emotional Barriers    
   Government and Social Restrictions    
12 Opportunities of Cooperation    
13 
The Rate of Change in Competition 
Methods of Competitors 
   
14 
Government Effects Through 
Regulations 
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Table A.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
No Factors 
Current 
Values 
Unit 
Evaluation 
Point 
1 
Substitute products that are subject 
to trends improving their price-
performance trade-off with the 
industry’s product 
   
2 
Substitute products that are produced 
by industries earning high profits 
   
3 
Price-Value characteristics of 
substitute 
   
4 Price elasticity of industry demand    
5 Availability of close complementors    
6 
Price-Value characteristics of 
complementors 
   
7 
Cooperation against substitute 
products  
   
8 Developing complementors    
9 
Government Effects Through 
Regulations 
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A.4. Factors Affecting Bargaining Power of Buyers 
No Factors 
Current 
Values 
Unit 
Evaluation 
Point 
1 Buyers are concentrated    
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
   
3 
The Products Buyers Purchase from 
the Industry Represent a Significant 
Fraction of the Buyers’ costs or 
purchases 
   
4 
The Products Buyers Purchase from 
the Industry are Standard or 
Undifferentiated 
   
5 
Buyers Face Few Switching Costs    
   Employee retraining costs    
   Costs of new ancillary equipment    
   Cost of qualifying a new source    
   Need for technical help    
6 Buyers Earn Low Profits    
7 
Buyers Pose A Credible Threat of 
Backward Integration  
   
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
   
9 The Buyer Has Full Information    
10 
Firms in Industry Make 
Relationship-Specific Investments  
   
11 History of Cooperation to Improve     
12 
The Rate of Change in Customers’ 
Needs and Preferences 
   
13 
Government Effects Through 
Regulations 
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Table A.5. Factors Affecting Bargaining Power of Suppliers 
No Factors 
Current 
Values 
Unit 
Evaluation 
Point 
1 
Industry is dominated by a few 
companies  
   
2 
Suppliers are selling to more 
fragmented buyers 
   
3 
It is not obliged to contend with other 
substitute products 
   
4 
The industry is not an important 
customer for the suppliers 
   
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
   
6 
The Suppliers have built up switching 
costs 
   
   Employee retraining costs    
   Costs of new ancillary equipment    
   Cost of qualifying a new source    
   Need for technical help    
7 
The suppliers’ products are 
differentiated 
   
   Brand identification    
   Advertising    
   Good customer service    
   Product Differences    
   Being long time in the industry    
   Organizing congress, conference and 
sponsorships 
   
8 
The Suppliers pose a credible threat 
of forward integration 
   
9 
Firms in Industry Make 
Relationship-Specific Investments 
   
10 
Cooperation with Suppliers to 
Improve 
   
11 
Government Effects Through 
Regulations 
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APPENDIX B.  
PODUCTS OFFERED IN THE MANAGEMENT TRAINING AND 
CONSULTANCY INDUSTRY 
Table B.1. Products Offered in “Product and Process Development Segment” 
1. Reliability Engineering 
2. Constructing Design Process   
3. Concurrent Engineering   
4. Quality Functions Deployment   
5. Quality Management 
a. 5 S 
b. Design of Experiment 
c. Statistical Process Control 
d. Cost of Quality 
e. Failure Mode and Effect Analysis 
f. Measurement System Analysis  
g. Lean Production 
h. Maintenance Management 
i. Measurement and Calibration 
j. Kaizen 
k. Improvement Circles 
l. Just In Time Production 
m. Advanced Quality Planning and Sample Approve Process 
6. Business Process Reengineering 
7. Six Sigma 
8. Ergonomy 
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Table B.2. Products Offered in “General Management Segment” 
1. Statistics for Managers 
2. Scenario Planning 
3. Game Theory and Its Implementations 
4. Growing and Downsizing Strategies 
5. Corporate Therapy 
6. Competitive Strategies 
7. Balanced Score Card 
8. Lean Company 
9. Business Development 
10. MBA 
a. Executive MBA 
b. Corporate MBA 
c. The MBA Club 
d. Pre MBA 
11. Modernity 
12. Management with Data 
13. Data Management 
14. Environment Management 
15. Decision Making Techniques 
16. Empowerment 
17. Learning Organization 
18. Cost Management 
a. Activity Based Cost Management 
19. International Management and Managerial Evaluation 
20. Project Management 
21. Managerial Skills Development Program 
22. Physic Technical  Applications in Business 
23. Negotiation and Conflict Management 
24. Leadership and Motivation 
25. Customer Relationships Management 
26. Crisis Management 
27. Institutionalization 
a. Institutionalization in Family Companies 
b. Corporate Governance 
c. Preparing Family Fundamental Law 
d. Family Companies Management 
28. Value Management 
29. Distance Learning Management System 
30. Management Trainee Program 
31. EFQM Business Excellence Model Consulting 
32. Total Quality Management 
33. R&D Management 
34. Ethics Management 
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Table B.2. Products Offered in “General Management Segment” (Contd.) 
35. Supply Chain Management 
a. Logistic Management 
b. Warehousing Techniques 
c. Stock Management and Control 
d. Purchasing Management 
e. Suppliers Evaluation Techniques 
f. Enterprise Requirement Planning 
36. Operational Risk Management 
37. Information Technologies Risk Management 
38. Entrepreneurship 
a. Developing Business and Management 
b. Developing Business in Foreign Countries 
39. Benchmarking 
40. Business Development in Retailing 
a. Choosing Appropriate Place for Storeroom  
b. Storeroom Auditing 
c. Retail Merchandising 
41. Production Management 
a. Feasibility Analysis 
i. Project Development 
ii. Assembling and Disassembling Feasibility 
iii. Production Feasibility Studies 
iv. Investment Analysis 
v. Investment Management 
vi. Machine Selection and Market Research 
b. Production Planning 
c. Production Time Standards 
d. Forklift Operators Training 
42. Contract Management 
43. Energy Management 
44. Chain Stores Management 
45. Training of Trainers 
46. Meeting Management 
47. Management and Organization 
a. Organization Structure Investigation and Reengineering 
b. Orientation 
c. Auditing 
d. Corporate Culture 
e. Performance Management 
f. Strategic Planning and Management 
g. Process Management 
h. Change Management 
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Since “Study Abroad Consulting” and “Merger and Acquisition Consulting” do not 
have sub titles, there is no table for them. 
Table B.3. Products Offered in “Financial Management Segment” 
1. Auditing 
2. External Accounting 
3. Tax Regulations 
4. Finance Consulting 
a. Balance Sheet and Loss/Gain Analysis 
b. Preparing Budget and Cash Flow Tables 
c. Profit Analysis 
d. Providing Domestic and Foreign Credits  
e. Reorganizing Credit Risks 
f. Finance for Non-finance People 
g. Capital and Money Markets 
h. Fundamentals of Economics  
i. Time Series Analysis 
j. Financial Mathematics 
k. Real Estate Investment Trust 
l. Initial Public Offering Techniques 
m. Central Bank Balance Sheet Analysis 
n. Prediction Techniques in Financial Markets 
o. Turkish Economy and Perspectives 
p. Individual Retirement System 
q. Strategic Budget Management 
r. Tax and Fee Exceptions 
s. Venture Capital 
t. Tax Consulting for Individuals 
u. Accounting 
i. Fundamentals of Economics 
ii. Exchange Accounting 
iii. Dividend Payment and Its Accounting Applications 
iv. Accounting of Differentiated Transactions 
v. Company Accounting 
vi. Inflation Accounting 
vii. Cost Accounting 
viii. Activity Based Accounting 
5. Banking 
a. Basic Banking Trainings 
b. Risk Rating in Banks 
c. Branch Performance Analysis in Banking 
d. Electronic Distribution Channels 
e. Assets / Liabilities Management 
f. Marketing for Bankers 
g. Individual Banking Services 
h. Portfolio Management 
i. Techniques for Calculating Return on Assets 
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Table B.3. Products Offered in “Financial Management Segment” (Contd.) 
j. Capital Sufficiency in Banking 
k. Financial Decision Analysis 
l. Interest Risk Management 
m. Risk Management for Rate of Exchange 
n. Calculating Cost of Resources 
o. Calculating Cost of Branch Resources 
p. Counter Clerk 
q. Credits 
i. Basic Credit Trainings 
ii. Credit Warranty Promise 
iii. Credit Intelligence Techniques 
iv. Surveillance and Auditing of Debited Firms 
v. Credit Evaluation Through Cash Flow Approach 
vi. Problematic Credits 
vii. Multi Dimensional Financial Failure Prediction Model and Its 
Applications 
viii. Credit Agreements 
ix. Preparation and Evaluation of Investment Projects 
 
Table B.4. Products Offered in “International Business Segment” 
1. International Trade Consulting 
a. Import Regulations 
b. Export Regulations 
c. Transportation, Clearance and Insurance Options 
d. Foreign Market Research 
e. Warranty Promise for Foreign Market 
f. Foreign Credits 
g. Letter of Credit and Applications 
h. Investment Incentives 
i. Basic Delivery Procedures in International Trade   
j. Document Used in International Trade 
k. Payment Methods in International Trade 
l. Correspondent Bank Relationships 
2. Finding Foreign Partner 
3. International Tender Consulting 
4. EU Funds and Grants Consulting 
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Table B.5. Products Offered in “Personal Development Segment” 
1. Perception, Emotion, Opinion and Behavior 
2. Managing Pessimistic People 
3. Contemporary Professionalism 
4. Monotony in Business and Road Map to Overcome 
5. Body Language and Communication 
6. Effective Time Management 
7. Communication on the Phone 
8. Motivation Management 
9. Coaching Skills 
10. Development of Emphatic Behavior 
11. Personal Strategy Development 
12. Stress Management 
13. Relaxation, Peace of Mind 
a. Feng Shui / Mediation 
b. Reconnective Healing 
c. Color Therapy 
14. Integrating with Hidden Identity 
15. Child Inside 
16. Life Art  
17. Spontaneity 
18. Craetivity 
19. NLP 
20. Presentation Skills and Techniques 
21. Impression and Persuasion Skills 
22. Proactive Behavior 
23. Personal Perception Management 
24. Capital Speech 
25. Speed Reading 
26. Efficient Listening 
27. Productions in Radio 
28. DJ Trainings 
29. Public Relations Training 
30. Manager Assistants Training 
31. Secretary Training 
32. Theatre 
33. Mind Manager  
34. Psychodrama 
35. Transactional Analysis 
36. Code of Conduct 
37. Behavior Development for 
a. Information Desk Clerks 
b. Telephone Exchange Clerks 
c. Drivers 
d. Security Clerks 
e. Salesperson 
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Table B.5. Products Offered in “Personal Development Segment” (Contd.) 
38. Internal Correspondence and Report Writing 
39. Report Reading for Top Managers 
40. Customer Interaction Centers Services 
a. Sales through phone 
b. Call Center Training 
c. Marketing through phone 
d. Campaign Management 
41. Job Interview Methods 
42. Management Game 
43. Safety and Health at Work 
44. First Aid 
45. Personal Hygiene and Hand Washing 
46. Food Health 
47. Emergency Management 
48. Psychological Consulting Services 
Table B.6. Products Offered in “Team Development Segment” 
1. Indoor / Outdoor Activities 
a. Scavenger Hunt 
b. Orienteering 
c. Night Navigation 
d. Jeep Safari 
e. Rafting 
f. Psychodrama 
g. Treasury Island 
h. Eagles Flight 
i. Spider’s web 
j. Millipede 
k. Data Transfer 
2. Problem Solving Techniques 
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Table B.7. Products Offered in “Human Resources Segment” 
1. Training Requirement Analysis 
2. Linguaskill 
3. Employee Profile Analysis Report 
4. Human Resources Management System Construction  
a. Task Analysis 
b. Definitions of Tasks for Positions  
c. Definitions of Titles 
d. Standardization and Consolidation of Tasks and Responsibilities 
e. Evaluation of Positions and Construction of Performance Rating 
System 
f. Standardization of Titles 
g. Construction of Performance Based Salary System 
h. Determination of Corporate Competencies 
i. Development of Performance Evaluation System, 
j. Career Management  
k. CV and Database Management 
l. Determination of Norm Staff  
m. Construction of Reward / Bonus System 
n. Intellectual Capital Management 
o. Construction of Suggestion Systems 
p. Management of  Overtime 
5. Human Resources Management  
a. Career Management for Job Seekers 
i. Career Management 
ii. Job Interview Techniques 
b. Outsourcing 
c. Top Level Managers Research 
d. Placement for Foreign Countries 
e. Selection and Placement 
i. Announcement 
ii. Direct Communication 
iii. Research in Database 
iv. Answering and Elimination of Nominees 
v. Face-to-Face Interview 
vi. Reference Control 
vii. Final Negotiation 
viii. Performance Watching 
f. Outplacement 
g. Back up services 
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Table B.8. Products Offered in “Certification Segment” 
1. ISO 9001:2000 Quality Management Systems 
2. ISO 14001 Environment Management System 
3. TS 13001 HACCP 
4. CE Certificate 
5. Internal Auditor Certification Program 
6. Quality Manager Certification Program 
7. ISO 13485 
8. ISO 15161 Food Health Management System 
9. OHSAS 18001 
10. ISO/IEC 17025 
11. ISO TSI 6949  
12. TSE Product Certification 
Table B.9. Products Offered in “Research Services Segment” 
1. Socio-economic Researches  
2. Product and Service Researches 
3. Salary Researches  
4. Pre-Advertisement and After Advertisement Impact Researches 
5. Price Researches 
6. Customer Researches 
7. Distribution Channel Expectation Researches 
8. New Storeroom / Branch Place Researches 
9. Model Design Researches 
10. Employee Satisfaction Researches 
11. Hidden Customer  
12. Product Pre Tests 
Table B.10. Products Offered in “Sales and Marketing Segment” 
1. Sales and Marketing Techniques 
a. Key Account Management 
b. Subsidiary Performance Development 
c. Corporate Sale Strategies 
d. Promotion Strategies 
e. Marketing Plan and Its Applications 
f. Effective Sale  
g. Marketing Process 
h. Constructing Sale Team and Sale System 
i. After Sales Services 
2. Product Management  
a. Labeling and Packaging 
b. Contemporary Pricing Strategies 
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Table B.11. Products Offered in “Advertisement and Public Relations Segment” 
1. Image Management 
2. Media Relations 
3. Strategic Brand Management 
4. Advertisement Services 
5. Political Consulting 
6. Product Introductions 
Table B.12. Products Offered in “Search Conference Segment” 
1. Shared Mind Platform 
a. Search Conferences 
b. Decision Conferences 
c. Dialogue Conferences 
d. Evaluation Conferences 
2. Workshops 
a. Design Workshop 
b. Dynamic Planning Workshop 
c. Crisis Plan  
d. Meetings 
 
Table B.13. Products Offered in “Organization Services Segment” 
 
1. Fair 
2. Congress 
3. Conference 
4. Panel  
5. Fair in Foreign Countries 
 
Table B.14. Products Offered in “Law and Regulation Segment” 
 
1. Fundamental Law Knowledge 
2. Tax Law 
3. Check Law 
4. Company Law 
5. Bail and Bank Warranty Promise Law 
6. Banking Law 
7. Labor Court Simulation 
8. Recent Changes in Turkish Social Security Law 
9. Trade Agreements Law 
10. Free Trade Zones Activities and Regulations 
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Table B.15. Products Offered in “Technology Segment” 
1. Software Consulting 
a. Trade Software Consulting 
i. Financial Analysis 
ii. Data Warehousing 
iii. Datamining 
iv. Statistics Software Programs 
b. Quality Management Software 
c. Project Management Software  
d. CAD/CAM/CAE 
e. Simulation Programs 
2. Information Technology Consulting  
a. Management Information Systems 
b. Work Flow Management Systems 
c. Document Management and Electronic Filing Systems 
d. Integrated Messaging Systems 
e. High Volume Data and Document Management Systems 
f. Automated Data Entering Systems 
g. Unstructured Data Analysis and Management 
h. Database Management 
3. Web Site Consulting 
4. E-Business 
a. New Economy 
b. Business to Business 
c. Marketing and Advertisement on the Internet  
5. Information Security 
6. Visual Design and Animation 
7. Inventory Control System 
8. Automation and Technology Transfer Consulting 
a. Know-How Transfer 
b. R&D Management Consulting 
c. Industrial Applications of Artificial Intelligence 
d. Material and Production Technologies Consulting 
e. Automation Systems 
i. Industrial Automation 
ii. House Automation 
 
Table B.16. Products Offered in “Intermediation Services Segment” 
1. Brand Registration 
2. Patent Registration 
3. GSM Permission 
4. Company Foundation Process Consulting 
5. Receiving Official Report for Environmental Impact Analysis  
6. Receiving Work and Residence Permit for Foreign Employees 
 
 171 
Table B.17. Products Offered in “Health Segment” 
 
1. Planning and Management of Health Institutions 
2. Health Economy 
3. Hospital Economy 
4. Evidence Based Medicine 
5. Calibration of Biomedical Equipments 
6. Preventive Health 
 
Table B.18. Other Products and Services 
 
1. Training about Current Events 
2. Improvement of Money Collection Performance 
3. Privatization Consulting 
4. Active Retirement Program 
5. Management Program for Local Administration 
6. Accommodations Management 
7. Film Productions 
8. Translation Services 
9. Franchising Consulting 
10. Preparation of Report for Sectorel Problems 
11. Consulting for Board of Directors 
12. Construction of  Code of Conduct for Internet 
13. Construction of  Code of Conduct 
14. Prodram and Simulations 
15. Chorus Meeting 
16. Security Consulting 
17. Renting Training Centers 
18. Agricultural Consulting 
19. Social Activities 
a. National Change Platform  
b. Reorganization in Local Administrations 
c. EU Adaptation Process 
d. Education Quality Activities 
e. Conferences for Business 
f. Personal Development Conferences 
g. TV Programs 
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APPENDIX C.  
IMPLEMENTATION OF THE PROPOSED MODEL TO EACH SEGMENT 
C.1. Determination of Attractiveness Level of “Product and Process 
Development Consulting” 
Table C.1.1. Factors Affecting The Threat of Entry 
 
Product and Process Development 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Significant Economies of Scale   7.25 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
5/20=0.25 Product ratio 7 
   Joint costs 12.9 
Number of 
Products 
4 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.6 
   Brand identification 7/20 Product ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 8.2 Years 4 
   Organizing congress, conference 
and sponsorships 
20 % 6 
3 Working Capital Requirements 527,000 YTL 4 
4 
Switching Costs   9 
   Employee retraining costs 
Open 
training 
- 9 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source 
Open 
training 
- 9 
   Need for technical help 
Open 
training 
- 9 
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Table C.1.1. Factors Affecting The Threat of Entry (Contd.) 
 
Product and Process Development 
Current 
Values 
Unit Evaluation 
Point of Threat 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with 
channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent 
of Scale 
- - 4 
   Know-how or design 
characteristics kept through 
patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 4 
      Workers improve their methods 8.2 years 4 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed 
from equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 
Cooperation Against New 
Entrants 
Very Low - 9 
Average   7.1 
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Table C.1.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
Product and Process Development 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 20 - 5 
2 Equally Balanced Competitors 13.14 
Standard 
deviation 
7 
3 
Industry Growth   4.5 
   Total industry growth 13.23 % 5 
   Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences - - 8 
 
6 
Lack of Differentiation - - 6,6 
   Brand identification 7/20 Product ratio 5 
   Advertising - - 9 
   Good customer service - - ND 
   Product Differences - - 9 
   Being long time in the industry 8,2 Years 4 
   Organizing congress, conference and 
sponsorships 
20 % 6 
 
7 
Lack of Switching Costs   9 
   Employee retraining costs Open training - 9 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source Open training - 9 
   Need for technical help Open training - 9 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 2/20=0.10 Ratio 2 
   National Private Competitors 18 Number - 
   Small National Competitors which 
Limits the profitability 
0 Number - 
   Foreign Competitors 1 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 1 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1,4 
   Highly specialized assets 112,019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   4.2 
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Table C.1.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
Product and Process 
Development 
Current 
Values 
Unit 
Evaluation 
Point of 
Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 
Price elasticity of industry 
demand 
- - ND 
5 
Availability of close 
complementors 
2/20 Ratio 8 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   2,8 
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Table C.1.4. Factors Affecting Bargaining Power of Buyers 
 
Product and Process 
Development 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 11.4 
%of total 
companies 
7 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
Open 
training 
- 9 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Very high - 9 
5 
Buyers Face Few Switching 
Costs 
  9 
   Employee retraining costs 
Open 
training 
- 9 
   Costs of new ancillary 
equipment 
- - Not Applicable 
   Cost of qualifying a new source 
Open 
training 
- 9 
   Need for technical help 
Open 
training 
- 9 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat 
of Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of 
the Buyers’ Products or Services 
Open 
training 
- 9 
9 The Buyer Has Full Information 11.4 
%of total 
companies 
3 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low 
to Low 
- 2 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low 
to Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low  - 1 
Average   5,7 
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Table C.1.5. Factors Affecting Bargaining Power of Suppliers 
 
Product and Process Development 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  5.8 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners Very Low - 9 
Software Programs Providers 
Very Low to 
Low 
- 8 
2 
Suppliers are selling to more 
fragmented buyers 
  7.6 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners 
High to Very 
High 
- 8 
Software Programs Providers Very High - 9 
3 
It is not obliged to contend with 
other substitute products 
  7.8 
Trainers and Consultants Very Low  9 
Classroom Providers (Especially 
Hotels) 
Very Low  9 
Accommodation providers 
(Especially Hotels) 
Very Low  9 
Registered Product Owners 
Low to 
Medium 
 6 
Software Programs Providers 
Low to 
Medium 
 6 
4 
The industry is not an important 
customer for the suppliers 
  6.4 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
Open 
training 
- 7 
Accommodation providers 
(Especially Hotels) 
Open 
training 
- 7 
Registered Product Owners Medium - 5 
Software Programs Providers Medium - 5 
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Table C.1.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Open 
Training 
- 3 
Accommodation providers 
(Especially Hotels) 
Open 
Training 
- 3 
Registered Product Owners Medium - 5 
Software Programs Providers Medium - 5 
6 
The Suppliers have built up 
switching costs 
  2.8 
   Employee retraining costs   7 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners 
High to Very 
High 
- 8 
Software Programs Providers 
Medium to 
High 
- 6 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   4.6 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners Low - 3 
Software Programs Providers Medium - 5 
Need for technical help    2.6 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Low - 3 
Software Programs Providers High - 7 
7 
The suppliers’ products are 
differentiated 
  4,4 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners 
Medium to 
High 
- 6 
Software Programs Providers 
Low to 
Medium 
- 4 
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Table C.1.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible 
threat of forward integration 
  4 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners 
High to Very 
High 
- 8 
Software Programs Providers 
Low to 
Medium 
- 4 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  7,8 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners 
Low to 
Medium 
- 6 
Software Programs Providers Very Low - 9 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - ND 
Software Programs Providers - - ND 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Very Low - 1 
Software Programs Providers Very Low - 1 
Average   5.3 
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Table C.1.6. Final Evaluation Table for “Product and Process Development Segment" 
Five 
Competitive 
Forces 
Average 
Evaluation 
Points of 
Each 
Competitive 
Force 
Average 
Evaluation 
Point of 
Competiti
ve Forces 
in The 
Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
7.1 
5 3 5.5 8 26.4 
Intensity of 
Rivalry Among 
Existing 
Competitors 
4.2 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
2.8 
Bargaining 
Power of Buyers 
5.7 
Bargaining 
Power of 
Suppliers 
5.3 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (3 X 5.5 X 8) / 5.0 = 26.4 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the product and process development segment is 
26.4; the attractiveness level of the segment is Medium according to TÜSSİDE.  
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C.2. Determination of Attractiveness Level of “General Management 
Consulting” 
Table C.2.1. Factors Affecting The Threat of Entry 
 
General Management 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   7.8 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
13/76=0.17 Product ratio 8 
   Joint costs 9.0 
Number of 
Products 
5 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.6 
   Brand identification 32/115=0.28 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 10.2 Years 3 
   Organizing congress, conference and 
sponsorships 
23/115=0.20 Ratio 6 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   8.2 
   Employee retraining costs - - 8.2 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 8.2 
   Need for technical help - - 8.2 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 3 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 3 
      Workers improve their methods 10.2 years 3 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.2.1. Factors Affecting The Threat of Entry (Contd.) 
 
General Management 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw materials - - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive capacity 
to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid assets 112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low  - 9 
Average   6.8 
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Table C.2.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
General Management 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 115 - 9 
2 Equally Balanced Competitors 92.32 
Standard 
deviation 
2 
3 
Industry Growth   4.5 
   Total industry growth 13.23 % 5 
   Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6.6 
   Brand identification 32/115=0.28 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 10.2 Years 3 
   Organizing congress, conference and 
sponsorships 
23/115=0.20 Ratio 6 
 
7 
Lack of Switching Costs   8.2 
   Employee retraining costs - - 8.2 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 8.2 
   Need for technical help - - 8.2 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 20/115=0.17 Ratio 4 
   National Private Competitors 95 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 17 Number - 
   Non Governmental Organizations 2 Number - 
   Public Institutions 1 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   4.2 
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Table C.2.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
General Management 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very Low - 1 
Average   1 
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Table C.2.4. Factors Affecting Bargaining Power of Buyers 
 
General Management 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 65.3 
%of total 
companies 
2 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 8.2 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Very High - 9 
5 
Buyers Face Few Switching Costs   8.2 
   Employee retraining costs - - 8.2 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 8.2 
   Need for technical help - - 8.2 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 8.2 
9 The Buyer Has Full Information 65.3 
%of total 
companies 
8 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low  - 1 
Average   5.4 
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Table C.2.5. Factors Affecting Bargaining Power of Suppliers 
 
General Management 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  5.3 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to 
Very High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to 
Very High  
- 2 
Registered Product Owners Very Low - 9 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  5.6 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners 
Very Low to 
Low 
- 2 
Software Programs Providers - - NA 
3 
It is not obliged to contend with 
other substitute products 
  7.8 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners 
Medium to 
High 
- 4 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  5.6 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 6.7 
Accommodation providers 
(Especially Hotels) 
- - 6.7 
Registered Product Owners Very High - 1 
Software Programs Providers - - NA 
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Table C.2.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  5.9 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 3,3 
Accommodation providers 
(Especially Hotels) 
- - 3,3 
Registered Product Owners 
High to 
Very High 
- 8 
Software Programs Providers - - NA 
6 
The Suppliers have built up 
switching costs 
  3.3 
   Employee retraining costs   3 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners Low - 3 
Software Programs Providers - - NA 
Costs of new ancillary  
equipment 
- - NA 
Cost of qualifying a new source   4.5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners Low - 3 
Software Programs Providers - - NA 
Need for technical help    2.5 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners High - 7 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  4.8 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners High - 7 
Software Programs Providers - - NA 
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Table C.2.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible 
threat of forward integration 
  4 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners 
High to 
Very High 
- 8 
Software Programs Providers - - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  8 
Trainers and Consultants Low  - 7 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners Low  - 7 
Software Programs Providers - - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - ND 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Very Low - 1 
Software Programs Providers - - NA 
Average   5.1 
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Table C.2.6. Final Evaluation Table for “General Management Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
6.8 
4.5 8 5.5 8 78.2 
Intensity of 
Rivalry Among 
Existing 
Competitors 
4.2 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1 
Bargaining 
Power of 
Buyers 
5.4 
Bargaining 
Power of 
Suppliers 
5.1 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (8 X 5.5 X 8) / 4.50 = 78.2 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the general management segment is 78.2; the 
attractiveness level of the segment is Medium to High according to TÜSSİDE. 
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C.3. Determination of Attractiveness Level of “Merger and Acquisition 
Consulting” 
Table C.3.1. Factors Affecting The Threat of Entry 
 
Merger and Acquisition 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   5.5 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
1/1=1.00 Product ratio 1 
   Joint costs 16.6 
Number of 
Products 
3 
  Vertical integration Nothing - 9 
2 
Product Differentiation   5.8 
   Brand identification 5/8=0.63 Ratio 4 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 10.0 Years 4 
   Organizing congress, conference and 
sponsorships 
5/8=0.63 Ratio 3 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   2 
   Employee retraining costs - - 2.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 2.0 
   Need for technical help - - 2.0 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 4 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 4 
      Workers improve their methods 10.0 Years 4 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.3.1. Factors Affecting The Threat of Entry (Contd.) 
 
Merger and Acquisition 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   5.9 
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Table C.3.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
Merger and Acquisition 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 8 - 4 
2 Equally Balanced Competitors 292.31 
Standard 
deviation 
1 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 5.8 
   Brand identification 5/8=0.63 Ratio 4 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 10.0 Years 4 
   Organizing congress, conference 
and sponsorships 
5/8=0.63 Ratio 3 
 
7 
Lack of Switching Costs   2 
   Employee retraining costs - - 2.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 2.0 
   Need for technical help - - 2.0 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 4/8=0.50 Ratio 7 
   National Private Competitors 4 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 4 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 0 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the 
industry as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   3.4 
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Table C.3.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
Merger and Acquisition 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.3.4. Factors Affecting Bargaining Power of Buyers 
 
Merger and Acquisition 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 4.5 
%of total 
companies 
9 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 2.0 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
High - 7 
5 
Buyers Face Few Switching Costs   2 
   Employee retraining costs - - 2.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 2.0 
   Need for technical help - - 2.0 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 2.0 
9 The Buyer Has Full Information 4.5 
%of total 
companies 
1 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low to 
Low 
- 2 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low  - 1 
Average   3.4 
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Table C.3.5. Factors Affecting Bargaining Power of Suppliers 
 
Merger and Acquisition 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  7 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
3 
It is not obliged to contend with other 
substitute products 
  9 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  7.1 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 6.7 
Accommodation providers 
(Especially Hotels) 
- - 6.7 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  5.3 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 3.4 
Accommodation providers 
(Especially Hotels) 
- - 3.4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.3.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
6 
The Suppliers have built up 
switching costs 
  3 
   Employee retraining costs   NA 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  4 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
8 
The Suppliers pose a credible 
threat of forward integration 
  2.7 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.3.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  8 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Average   5.1 
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Table C.3.6. Final Evaluation Table for “Merger and Acquisiton Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
5.9 
3.8 1 5.5 4 5.79 
Intensity of 
Rivalry Among 
Existing 
Competitors 
3.4 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1 
Bargaining 
Power of 
Buyers 
3.4 
Bargaining 
Power of 
Suppliers 
5.1 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (1 X 5.5 X 4) / 3.8 = 5.79 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the merger and acquisition segment is 5.79; the 
attractiveness level of the segment is Low according to TÜSSİDE. 
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C.4. Determination of Attractiveness Level of “Financial Management 
Consulting” 
Table C.4.1. Factors Affecting The Threat of Entry 
 
Financial Management 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   7,3 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
12/56=0.21 Product ratio 7 
   Joint costs 12.7 Product ratio 4 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6,4 
   Brand identification 17/48=0.35 Ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 9.5 Years 4 
   Organizing congress, conference and 
sponsorships 
14/48=0.29 Ratio 5 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 4 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 4 
      Workers improve their methods 9.5 Years 4 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.4.1. Factors Affecting The Threat of Entry (Contd.) 
 
Financial Management 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   6.8 
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Table C.4.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
Financial Management 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 48 - 8 
2 Equally Balanced Competitors 147.30 
Standard 
deviation 
1 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6.4 
   Brand identification 17/48=0.35 Ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 9.5 Years 4 
   Organizing congress, conference and 
sponsorships 
14/48=0.29 Ratio 5 
 
7 
Lack of Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 7/48=0.15 Ratio 3 
   National Private Competitors 41 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 6 Number - 
   Non Governmental Organizations 1 Number - 
   Public Institutions 0 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   3.9 
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Table C.4.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
Financial Management 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.4.4. Factors Affecting Bargaining Power of Buyers 
 
Financial Management 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 27.3 
%of total 
companies 
5 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 7.0 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Very High - 9 
5 
Buyers Face Few Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 7.0 
9 The Buyer Has Full Information 27.3 
%of total 
companies 
5 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low  - 1 
Average   5.0 
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Table C.4.5. Factors Affecting Bargaining Power of Suppliers 
 
Financial Management 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  7 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
3 
It is not obliged to contend with 
other substitute products 
  9 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  7.7 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 7.6 
Accommodation providers 
(Especially Hotels) 
- - 7.6 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.4.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  4.6 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 2.4 
Accommodation providers 
(Especially Hotels) 
- - 2.4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
6 
The Suppliers have built up 
switching costs 
  3 
   Employee retraining costs   NA 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  4 
Trainers and Consultants Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.4.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible threat 
of forward integration 
  2.7 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  9 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Average   5.2 
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Table C.4.6. Final Evaluation Table for “Financial Management Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
6.8 
4.4 5 5.5 4 25 
Intensity of 
Rivalry Among 
Existing 
Competitors 
3.9 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1 
Bargaining 
Power of 
Buyers 
5 
Bargaining 
Power of 
Suppliers 
5.2 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (5 X 5.5 X 4) / 4.4 = 25 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the financial management segment is 25; the 
attractiveness level of the segment is Medium according to TÜSSİDE. 
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C.5. Determination of Attractiveness Level of “International Business 
Consulting” 
Table C.5.1. Factors Affecting The Threat of Entry 
 
International Business 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   6.3 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
12/15=0.80 Product ratio 3 
   Joint costs 13.2 Product ratio 4 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.6 
   Brand identification 7/31=0.23 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 9.3 Years 4 
   Organizing congress, conference and 
sponsorships 
7/31=0.23 Ratio 5 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   9 
   Employee retraining costs - - 9.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 9.0 
   Need for technical help - - 9.0 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 4 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 4 
      Workers improve their methods 9.3 Years 4 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.5.1. Factors Affecting The Threat of Entry (Contd.) 
 
International Business 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   6.8 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 210 
Table C.5.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
International Business 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 31 Number 7 
2 Equally Balanced Competitors 163.02 
Standard 
deviation 
1 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6.6 
   Brand identification 7/31=0.23 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 9.3 Years 4 
   Organizing congress, conference and 
sponsorships 
7/31=0.23 Ratio 5 
 
7 
Lack of Switching Costs   9 
   Employee retraining costs - - 9.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 9.0 
   Need for technical help - - 9.0 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 4/31=0.13 Ratio 3 
   National Private Competitors 27 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 4 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 0 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   4.0 
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Table C.5.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
International Business 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.5.4. Factors Affecting Bargaining Power of Buyers 
 
International Business 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 17.6 
%of total 
companies 
6 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 9.0 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Very High - 9 
5 
Buyers Face Few Switching Costs   9 
   Employee retraining costs - - 9.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 9.0 
   Need for technical help - - 9.0 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 9.0 
9 The Buyer Has Full Information 17.6 
%of total 
companies 
4 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   5.6 
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Table C.5.5. Factors Affecting Bargaining Power of Suppliers 
 
International Business 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  7 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
3 
It is not obliged to contend with other 
substitute products 
  9 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  7.3 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 7.0 
Accommodation providers 
(Especially Hotels) 
- - 7.0 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 3.0 
Accommodation providers 
(Especially Hotels) 
- - 3.0 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
 214 
Table C.5.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
6 
The Suppliers have built up 
switching costs 
  3 
   Employee retraining costs   NA 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  4 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
8 
The Suppliers pose a credible threat 
of forward integration 
  2.7 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers  Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  8.3 
Trainers and Consultants Low  - 7 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.5.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Average   5.1 
 
Table C.5.6. Final Evaluation Table for “International Business Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
6.8 
4.5 4 5.5 5 24.4 
Intensity of 
Rivalry Among 
Existing 
Competitors 
4 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1 
Bargaining 
Power of 
Buyers 
5.6 
Bargaining 
Power of 
Suppliers 
5.1 
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Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (4 X 5.5 X 5) / 4.5 = 24.4 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the international business segment is 24.4; the 
attractiveness level of the segment is “Low to Medium” according to TÜSSİDE. 
 
C.6. Determination of Attractiveness Level of “Personal Development 
Consulting” 
Table C.6.1. Factors Affecting The Threat of Entry 
 
Personal Development 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   7.8 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
9/57=0.16 Product ratio 8 
   Joint costs 9.44 Product ratio 5 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.6 
   Brand identification 24/90=0.27 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 9.7 Years 4 
   Organizing congress, conference 
and sponsorships 
19/90=0.21 Ratio 5 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
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Table C.6.1. Factors Affecting The Threat of Entry (Contd.) 
 
Personal Development 
Current 
Values 
Unit Evaluation 
Point of Threat 
4 
Switching Costs   8.3 
   Employee retraining costs - - 8.3 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 8.3 
   Need for technical help - - 8.3 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 4 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 4 
      Workers improve their methods 9.7 Years 4 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
7 
Government Policy   9 
   Licensing requirements Very Low  - 9 
   Limitation to access to raw materials - - NA 
   Government subsidies Very Low  - 9 
   Cost increasing regulations Very Low  - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low  - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive capacity 
to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid assets 112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low  - 9 
Average   7.0 
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Table C.6.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
Personal Development 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 90 Number 9 
2 Equally Balanced Competitors 101.79 
Standard 
deviation 
1 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6.6 
   Brand identification 24/90=0.27 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 9.7 Years 4 
   Organizing congress, conference and 
sponsorships 
19/90=0.21 Ratio 5 
 
7 
Lack of Switching Costs   8.3 
   Employee retraining costs - - 8.3 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 8.3 
   Need for technical help - - 8.3 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 15/90=0.17 Ratio 4 
   National Private Competitors 75 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 13 Number - 
   Non Governmental Organizations 1 Number - 
   Public Institutions 1 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   4.2 
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Table C.6.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
Personal Development 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.6.4. Factors Affecting Bargaining Power of Buyers 
 
Personal Development 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 51.1 
%of total 
companies 
3 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 8.3 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Very High - 9 
5 
Buyers Face Few Switching Costs   8.3 
   Employee retraining costs - - 8.3 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 8.3 
   Need for technical help - - 8.3 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 8.3 
9 The Buyer Has Full Information 51.1 
%of total 
companies 
7 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   5.4 
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Table C.6.5. Factors Affecting Bargaining Power of Suppliers 
 
Personal Development 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4.8 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners Low - 7 
Software Programs Providers -     - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  6 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners Low  - 3 
Software Programs Providers -     - NA 
3 
It is not obliged to contend with 
other substitute products 
  8.3 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners 
Low to 
Medium 
- 6 
Software Programs Providers -     - NA 
4 
The industry is not an important 
customer for the suppliers 
  5.5 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 6.4 
Accommodation providers 
(Especially Hotels) 
- - 6.4 
Registered Product Owners Very High - 1 
Software Programs Providers -     - NA 
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Table C.6.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  5.8 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 3.6 
Accommodation providers 
(Especially Hotels) 
- - 3.6 
Registered Product Owners High - 7 
Software Programs Providers -     - NA 
6 
The Suppliers have built up 
switching costs 
  3.3 
   Employee retraining costs   4 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners 
Low to 
Medium 
- 4 
Software Programs Providers -     - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners Medium  - 5 
Software Programs Providers -     - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Very Low - 1 
Software Programs Providers -     - NA 
7 
The suppliers’ products are 
differentiated 
  5.3 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners Very High - 9 
Software Programs Providers -     - NA 
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Table C.6.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible 
threat of forward integration 
  4 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners 
High to Very 
High 
- 8 
Software Programs Providers -     - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  8,3 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners Very Low  - 9 
Software Programs Providers -     - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - ND 
Software Programs Providers -     - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Very Low - 1 
Software Programs Providers -     - NA 
Average   5.6 
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Table C.6.6. Final Evaluation Table for “Personal Development Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match to 
Firm’s 
Capabilit
ies 
Attract
iveness 
Level 
of The 
Segme
nt 
The Threat of 
Entry 
7.0 
4.6 7 5.5 7 58.6 
Intensity of 
Rivalry Among 
Existing 
Competitors 
4.2 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1 
Bargaining 
Power of 
Buyers 
5.4 
Bargaining 
Power of 
Suppliers 
5.6 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (7 X 5.5 X 7) / 4.6 = 58.6 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the personal development segment is 58.6; the 
attractiveness level of the segment is “Medium to High” according to TÜSSİDE. 
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C.7. Determination of Attractiveness Level of “Team Development Consulting” 
Table C.7.1. Factors Affecting The Threat of Entry 
 
Team Development 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   6.8 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
6/12=0.50 Product ratio 5 
   Joint costs 13.5 Product ratio 4 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6 
   Brand identification 12/30=0.40 Ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 10.7 Years 3 
   Organizing congress, conference and 
sponsorships 
14/30=0.47 Ratio 4 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 3 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 3 
      Workers improve their methods 10.7 Years 3 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.7.1. Factors Affecting The Threat of Entry (Contd.) 
 
Team Development 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   6.6 
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Table C.7.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
Team Development 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 30 Number 6 
2 Equally Balanced Competitors 10.74 
Standard 
deviation 
7 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6 
   Brand identification 12/30=0.40 Ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 10.7 Years 3 
   Organizing congress, conference and 
sponsorships 
14/30=0.47 Ratio 4 
 
7 
Lack of Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 5/30=0.17 Ratio 4 
   National Private Competitors 25 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 4 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 1 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   4.2 
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Table C.7.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
Team Development 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.7.4. Factors Affecting Bargaining Power of Buyers 
 
Team Development 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 17.0 
%of total 
companies 
6 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 7.0 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
High - 7 
5 
Buyers Face Few Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 7.0 
9 The Buyer Has Full Information 17.0 
%of total 
companies 
4 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   4.8 
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Table C.7.5. Factors Affecting Bargaining Power of Suppliers 
 
Team Development 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4.8 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners Low - 7 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  5.5 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners Very Low  - 1 
Software Programs Providers - - NA 
3 
It is not obliged to contend with 
other substitute products 
  8.3 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners 
Low to 
Medium 
- 6 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  4.3 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 4.0 
Accommodation providers 
(Especially Hotels) 
- - 4.0 
Registered Product Owners Very High - 1 
Software Programs Providers - - NA 
 
 
 
 
 
 
 
 231 
Table C.7.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  6.5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 6 
Accommodation providers 
(Especially Hotels) 
- - 6 
Registered Product Owners Medium - 5 
Software Programs Providers - - NA 
6 
The Suppliers have built up 
switching costs 
  2.8 
   Employee retraining costs   3 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners Low - 3 
Software Programs Providers - - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   4.5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners Low - 3 
Software Programs Providers - - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Very Low - 1 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  5.3 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners Very High - 9 
Software Programs Providers - - NA 
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Table C.7.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible 
threat of forward integration 
  4 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners 
High to Very 
High 
- 8 
Software Programs Providers - - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  7.8 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners Low  - 7 
Software Programs Providers - - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - ND 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Very Low - 1 
Software Programs Providers - - NA 
Average   5.0 
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Table C.7.6. Final Evaluation Table for “Team Development Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match to 
Firm’s 
Capabilit
ies 
Attract
iveness 
Level 
of The 
Segme
nt 
The Threat of 
Entry 
6.6 
4.3 4 5.5 9 46.1 
Intensity of 
Rivalry Among 
Existing 
Competitors 
4.2 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1.0 
Bargaining 
Power of 
Buyers 
4.8 
Bargaining 
Power of 
Suppliers 
5.0 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (4 X 5.5 X 9) / 4.3 = 46.1 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the team development segment is 46.1; the 
attractiveness level of the segment is Medium according to TÜSSİDE. 
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C.8. Determination of Attractiveness Level of “Human Resources Consulting” 
Table C.8.1. Factors Affecting The Threat of Entry 
 
Human Resources 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   7 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
15/34=0.44 Product ratio 5 
   Joint costs 8.4 Product ratio 5 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.6 
   Brand identification 32/106=0.30 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 10.1 Years 3 
   Organizing congress, conference and 
sponsorships 
19/106=0.18 Ratio 6 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   5.8 
   Employee retraining costs - - 5.8 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 5.8 
   Need for technical help - - 5.8 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 3 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 3 
      Workers improve their methods 10.1 Years 3 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.8.1. Factors Affecting The Threat of Entry (Contd.) 
 
Human Resources 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   6.5 
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Table C.8.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
Human Resources 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 106 Number 9 
2 Equally Balanced Competitors 106.68 
Standard 
deviation 
1 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6.6 
   Brand identification 32/106=0.30 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 10.1 Years 3 
   Organizing congress, conference and 
sponsorships 
19/106=0.18 Ratio 6 
 
7 
Lack of Switching Costs   5.8 
   Employee retraining costs - - 5.8 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 5.8 
   Need for technical help - - 5.8 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 21/106=0.20 Ratio 4 
   National Private Competitors 85 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 19 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 1 Number - 
   Competitors That Tied to Parents 1 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   3.7 
 
 
 237 
Table C.8.3.  Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
Human Resources 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.8.4. Factors Affecting Bargaining Power of Buyers 
 
Human Resources 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 60.2 
%of total 
companies 
3 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 5.8 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Very High - 9 
5 
Buyers Face Few Switching Costs   5.8 
   Employee retraining costs - - 5.8 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 5.8 
   Need for technical help - - 5.8 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 5.8 
9 The Buyer Has Full Information 60.2 
%of total 
companies 
7 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   4.6 
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Table C.8.5. Factors Affecting Bargaining Power of Suppliers 
 
Human Resources 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  5.2 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners Low - 7 
Software Programs Providers Low - 7 
2 
Suppliers are selling to more 
fragmented buyers 
  5 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners 
Very low to 
Low 
- 2 
Software Programs Providers 
Very low to 
Low 
- 2 
3 
It is not obliged to contend with 
other substitute products 
  8.2 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners Low  - 7 
Software Programs Providers Low - 7 
4 
The industry is not an important 
customer for the suppliers 
  5.5 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 8.8 
Accommodation providers 
(Especially Hotels) 
- - 8.8 
Registered Product Owners Very High - 1 
Software Programs Providers Very High - 1 
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Table C.8.5. Factors Affecting Bargaining Power of Suppliers (Contd.)  
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  4.3 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 1.2 
Accommodation providers 
(Especially Hotels) 
- - 1.2 
Registered Product Owners Medium - 5 
Software Programs Providers Medium - 5 
6 
The Suppliers have built up 
switching costs 
  5 
   Employee retraining costs   6 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners Low - 3 
Software Programs Providers 
Medium to 
High 
- 6 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   5.2 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners 
Medium to 
High 
- 6 
Software Programs Providers Medium - 5 
Need for technical help    2.6 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Low - 3 
Software Programs Providers High - 7 
7 
The suppliers’ products are 
differentiated 
  5.2 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners Very High - 9 
Software Programs Providers Medium - 5 
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Table C.8.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible threat 
of forward integration 
  4 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners 
High to Very 
High 
- 8 
Software Programs Providers 
Low to 
Medium 
- 4 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  7.8 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners 
Low to 
Medium 
- 6 
Software Programs Providers Very Low - 9 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - ND 
Software Programs Providers - - ND 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Very Low - 1 
Software Programs Providers Very Low - 1 
Average   5.1 
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Table C.8.6. Final Evaluation Table for “Human Resources Segment" 
Five 
Competitive 
Forces 
Average 
Evaluatio
n Points 
of Each 
Competiti
ve Force 
Average 
Evaluatio
n Point of 
Competiti
ve Forces 
in The 
Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capab
ilities 
Attracti
veness 
Level of 
The 
Segment 
The Threat of 
Entry 
6.5 
4.2 7 5.5 6 55 
Intensity of 
Rivalry Among 
Existing 
Competitors 
3.7 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1 
Bargaining 
Power of 
Buyers 
4.6 
Bargaining 
Power of 
Suppliers 
5.1 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (7 X 5.5 X 6) / 4.2 = 55 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the human resources consulting segment is 55; the 
attractiveness level of the segment is “Medium to High” according to TÜSSİDE. 
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C.9. Determination of Attractiveness Level of “Certification Consulting” 
Table C.9.1. Factors Affecting The Threat of Entry 
 
Certification 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   6 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
10/12=83 Product ratio 2 
   Joint costs 11.1 Product ratio 4 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.4 
   Brand identification 8/39=0.21 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 9.1 Years 4 
   Organizing congress, conference and 
sponsorships 
4/39=0.10 Ratio 8 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   2.3 
   Employee retraining costs - - 2.3 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 2.3 
   Need for technical help - - 2.3 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 4 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 4 
      Workers improve their methods 9.1 Years 4 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.9.1. Factors Affecting The Threat of Entry (Contd.) 
 
Certification 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   6.0 
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Table C.9.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
Certification 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 39 Number 7 
2 Equally Balanced Competitors 30.46 
Standard 
deviation 
5 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 7.2 
   Brand identification 8/39=0.21 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 9.1 Years 4 
   Organizing congress, conference 
and sponsorships 
4/39=0.10 Ratio 8 
 
7 
Lack of Switching Costs   2.3 
   Employee retraining costs - - 2.3 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 2.3 
   Need for technical help - - 2.3 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 2/37=0.05 Ratio 1 
   National Private Competitors 37 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 1 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 1 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the 
industry as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   3.6 
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Table C.9.3. Factors Affecting Pressure From Substitute Products And Support 
From Complementors 
 
Certification 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.9.4. Factors Affecting Bargaining Power of Buyers 
 
Certification 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 22.2 
%of total 
companies 
5 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 2.3 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Very High - 9 
5 
Buyers Face Few Switching Costs   2.3 
   Employee retraining costs - - 2.3 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 2.3 
   Need for technical help - - 2.3 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 2.3 
9 The Buyer Has Full Information 22.2 
%of total 
companies 
5 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   3.6 
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Table C.9.5. Factors Affecting Bargaining Power of Suppliers 
 
Certification 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  7 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
3 
It is not obliged to contend with 
other substitute products 
  9 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  4.4 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 2.6 
Accommodation providers 
(Especially Hotels) 
- - 2.6 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.9.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  7.9 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 7.4 
Accommodation providers 
(Especially Hotels) 
- - 7.4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
6 
The Suppliers have built up 
switching costs 
  2.7 
   Employee retraining costs   NA 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   4.3 
Trainers and Consultants High - 7 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  4 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.9.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible threat 
of forward integration 
  2.7 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  8 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Average   5.1 
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Table C.9.6. Final Evaluation Table for “Certification Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match to 
Firm’s 
Capabilit
ies 
Attract
iveness 
Level 
of The 
Segme
nt 
The Threat of 
Entry 
6.0 
3.9 5 5.5 5 35.3 
Intensity of 
Rivalry Among 
Existing 
Competitors 
3.6 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1.0 
Bargaining 
Power of 
Buyers 
3.6 
Bargaining 
Power of 
Suppliers 
5.1 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (5 X 5.5 X 5) / 3.9 = 35.3 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the certification segment is 35.3; the attractiveness 
level of the segment is Medium according to TÜSSİDE. 
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C.10. Determination of Attractiveness Level of “Research Services Consulting” 
Table C.10.1. Factors Affecting The Threat of Entry 
 
Research Services 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   6.8 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
8/12=0.67 Product ratio 4 
   Joint costs 9.3 Product ratio 5 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.4 
   Brand identification 8/25=0.32 Ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 12.5 Years 3 
   Organizing congress, conference and 
sponsorships 
4/25=0.16 Ratio 6 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   6.0 
   Employee retraining costs - - 6.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 6.0 
   Need for technical help - - 6.0 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 3 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 3 
      Workers improve their methods 12.5 Years 3 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.10.1. Factors Affecting The Threat of Entry (Contd.) 
 
Research Services 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   6.5 
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Table C.10.2. Factors Affecting Intensity of Rivalry Among Existing 
Competitors 
 
Research Services 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 25 Number 6 
2 Equally Balanced Competitors 206.18 
Standard 
deviation 
1 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6.4 
   Brand identification 8/25=0.32 Ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 12.5 Years 3 
   Organizing congress, conference and 
sponsorships 
4/25=0.16 Ratio 6 
 
7 
Lack of Switching Costs   6.0 
   Employee retraining costs - - 6.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 6.0 
   Need for technical help - - 6.0 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 4/25=0.16 Ratio 4 
   National Private Competitors 21 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 3 Number - 
   Non Governmental Organizations 1 Number - 
   Public Institutions 0 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   3.7 
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Table C.10.3. Factors Affecting Pressure From Substitute Products And 
Support From Complementors 
 
Research Services 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.10.4. Factors Affecting Bargaining Power of Buyers 
 
Research Services 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 14.2 
%of total 
companies 
7 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 6.0 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
High to 
Very High 
- 8 
5 
Buyers Face Few Switching Costs   6.0 
   Employee retraining costs - - 6.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 6.0 
   Need for technical help - - 6.0 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 6.0 
9 The Buyer Has Full Information 14.2 
%of total 
companies 
3 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   4.6 
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Table C.10.5. Factors Affecting Bargaining Power of Suppliers 
 
Research Services 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  8 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  3 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
3 
It is not obliged to contend with 
other substitute products 
  9 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  8 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.10.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  9 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
6 
The Suppliers have built up 
switching costs 
  4.5 
   Employee retraining costs   NA 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   9 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  4 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.10.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible 
threat of forward integration 
  6 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  6 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Average   5.9 
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Table C.10.6. Final Evaluation Table for “Research Segment" 
Five 
Competitive 
Forces 
Average 
Evaluation 
Points of 
Each 
Competitive 
Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attract
iveness 
Level 
of The 
Segme
nt 
The Threat of 
Entry 
6.5 
4.3 3 5.5 4 15.4 
Intensity of 
Rivalry 
Among 
Existing 
Competitors 
3.7 
Pressure 
From 
Substitute 
Products And 
Support From 
Complemento
rs 
1.0 
Bargaining 
Power of 
Buyers 
4.6 
Bargaining 
Power of 
Suppliers 
5.9 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (3 X 5.5 X 4) / 4.3 = 15.4 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the research segment is 15.4; the attractiveness 
level of the segment is “Low to Medium” according to TÜSSİDE. 
 
 
 
 261 
C.11. Determination of Attractiveness Level of “Sales and Marketing 
Consulting” 
Table C.11.1. Factors Affecting The Threat of Entry 
 
Sales and Marketing 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   7 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
6/11=0.55 Product ratio 5 
   Joint costs 11.6 Product ratio 5 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.8 
   Brand identification 19/63=0.30 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 9.0 Years 4 
   Organizing congress, conference and 
sponsorships 
12/63=0.19 Ratio 6 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   9 
   Employee retraining costs - - 9.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 9.0 
   Need for technical help - - 9.0 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 4 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 4 
      Workers improve their methods 9.0 Years 4 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.11.1. Factors Affecting The Threat of Entry (Contd.) 
 
Sales and Marketing 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   7.1 
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Table C.11.2. Factors Affecting Intensity of Rivalry Among Existing Competitors 
 
Sales and Marketing 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 63 Number 9 
2 Equally Balanced Competitors 31.80 
Standard 
deviation 
5 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6.8 
   Brand identification 19/63=0.30 Ratio 6 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 9.0 Years 4 
   Organizing congress, conference 
and sponsorships 
12/63=0.19 Ratio 6 
 
7 
Lack of Switching Costs   9 
   Employee retraining costs - - 9.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 9.0 
   Need for technical help - - 9.0 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 8/63=0.13 Ratio 3 
   National Private Competitors 55 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 7 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 1 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the 
industry as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social 
Restrictions 
Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   4.5 
 
 264 
Table C.11.3. Factors Affecting Pressure From Substitute Products And 
Support From Complementors 
 
Sales and Marketing 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.11.4. Factors Affecting Bargaining Power of Buyers 
 
Sales and Marketing 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 35.8 
%of total 
companies 
4 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 9.0 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Very High - 9 
5 
Buyers Face Few Switching Costs   9 
   Employee retraining costs - - 9.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 9.0 
   Need for technical help - - 9.0 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 9.0 
9 The Buyer Has Full Information 35.8 
%of total 
companies 
6 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   5.6 
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Table C.11.5. Factors Affecting Bargaining Power of Suppliers 
 
Sales and Marketing 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  7 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
3 
It is not obliged to contend with 
other substitute products 
  9 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  7.3 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 7.0 
Accommodation providers 
(Especially Hotels) 
- - 7.0 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.11.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 3.0 
Accommodation providers 
(Especially Hotels) 
- - 3.0 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
6 
The Suppliers have built up 
switching costs 
  2.2 
   Employee retraining costs   NA 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   3.3 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  4 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.11.5. Factors Affecting Bargaining Power of Suppliers (Contd.)  
8 
The Suppliers pose a credible 
threat of forward integration 
  2.7 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  8 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Average   5.0 
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Table C.11.6. Final Evaluation Table for “Sales and Marketing Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
7.1 
4.6 6 5.5 5 35.9 
Intensity of 
Rivalry Among 
Existing 
Competitors 
4.5 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1.0 
Bargaining 
Power of 
Buyers 
5.6 
Bargaining 
Power of 
Suppliers 
5.0 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (6 X 5.5 X 5) / 4.6 = 35.9 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the sales and marketing segment is 35.9; the 
attractiveness level of the segment is Medium according to TÜSSİDE. 
 
 
 
 
 
 
 270 
C.12. Determination of Attractiveness Level of “Search Conferences”  
Table C.12.1. Factors Affecting The Threat of Entry 
 
Search Conferences 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   6.8 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
6/8=0.75 Product ratio 3 
   Joint costs 6.0 Product ratio 6 
  Vertical integration Nothing - 9 
2 
Product Differentiation   5.6 
   Brand identification 2/3=0.67 Ratio 4 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 14.3 Years 3 
   Organizing congress, conference and 
sponsorships 
2/3=0.67 Ratio 3 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 3 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 3 
      Workers improve their methods 14.3 Years 3 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.12.1. Factors Affecting The Threat of Entry (Contd.) 
 
Search Conferences 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   6.5 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 272 
Table C.12.2. Factors Affecting Intensity of Rivalry Among Existing 
Competitors 
 
Search Conferences 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 3 Number 2 
2 Equally Balanced Competitors 15.56 
Standard 
deviation 
6 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 5.6 
   Brand identification 2/3=0.67 Ratio 4 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 14.3 Years 3 
   Organizing congress, conference 
and sponsorships 
2/3=0.67 Ratio 3 
 
7 
Lack of Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 1/3=0.33 Ratio 5 
   National Private Competitors 2 Number - 
   Small National Competitors which  
Limits the profitability 
0 Number - 
   Foreign Competitors 0 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 1 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the 
industry as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   3.9 
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Table C.12.3. Factors Affecting Pressure From Substitute Products And 
Support From Complementors 
 
Search Conferences 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.12.4. Factors Affecting Bargaining Power of Buyers 
 
Search Conferences 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 1.7 
%of total 
companies 
9 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 7.0 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
Medium - 5 
5 
Buyers Face Few Switching Costs   7 
   Employee retraining costs - - 7.0 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 7.0 
   Need for technical help - - 7.0 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 7.0 
9 The Buyer Has Full Information 1.7 
%of total 
companies 
1 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   4.6 
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Table C.12.5. Factors Affecting Bargaining Power of Suppliers 
 
Search Conferences 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
2 
Suppliers are selling to more 
fragmented buyers 
  7 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
3 
It is not obliged to contend with 
other substitute products 
  9 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
4 
The industry is not an important 
customer for the suppliers 
  5.3 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 4.0 
Accommodation providers 
(Especially Hotels) 
- - 4.0 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
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Table C.12.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  7 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 6 
Accommodation providers 
(Especially Hotels) 
- - 6 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
6 
The Suppliers have built up 
switching costs 
  2.7 
   Employee retraining costs   NA 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   4.3 
Trainers and Consultants High - 7 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Need for technical help    1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
7 
The suppliers’ products are 
differentiated 
  4.3 
Trainers and Consultants Medium - 5 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
 
 
 
 
 277 
Table C.12.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
8 
The Suppliers pose a credible threat 
of forward integration 
  2.7 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  8 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners - - NA 
Software Programs Providers - - NA 
Average   5.1 
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Table C.12.6. Final Evaluation Table for “Search Conferences Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
6.5 
4.2 1 5.5 9 11.8 
Intensity of 
Rivalry Among 
Existing 
Competitors 
3.9 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1.0 
Bargaining 
Power of 
Buyers 
4.6 
Bargaining 
Power of 
Suppliers 
5.1 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (1 X 5.5 X 9) / 4.2 = 11.8 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of the search conferences segment is 11.8; the 
attractiveness level of the segment is “Low to Medium” according to TÜSSİDE. 
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C.13. Determination of Attractiveness Level of “Technology Consulting” 
Table C.13.1. Factors Affecting The Threat of Entry 
 
Technology 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 
Significant Economies of Scale   7.3 
   Economies of scale Very Low - 9 
   Sharing operations subject to 
economies of scale with other 
businesses in the company 
4/29=0.14 Product ratio 7 
   Joint costs 13.5 Product ratio 4 
  Vertical integration Nothing - 9 
2 
Product Differentiation   6.4 
   Brand identification 10/29=0.34 Ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product differences Very Low - 9 
   Being long time in the industry 8.3 Years 4 
   Organizing congress, conference and 
sponsorships 
8/29=0.28 Ratio 5 
3 Working Capital Requirements 527,000 
YTL (VAT 
excluded) 
4 
4 
Switching Costs   6.5 
   Employee retraining costs - - 6.5 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 6.5 
   Need for technical help - - 6.5 
5 
Access to Distribution Channels - - NA 
   Existing competitors have long 
relationships with channels 
- - NA 
   Existing competitors have high-
quality relationships with channels 
- - NA 
   Existing competitors exclusive 
relationships with channels 
- - NA 
6 
Cost Disadvantages Independent of 
Scale 
- - 4 
   Know-how or design characteristics 
kept through patents or secrecy 
- - ND 
   Favorable access to raw materials - - NA 
   Favorable locations - - NA 
   Learning or experience curve  - - 4 
      Workers improve their methods 8.3 Years 4 
      Specialized processes and 
equipment are developed 
- - NA 
      Better performance is coaxed from 
equipment 
- - NA 
      Product design changes make 
manufacturing easier 
- - NA 
      Techniques for measurement and 
control of operations improve 
- - NA 
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Table C.13.1. Factors Affecting The Threat of Entry (Contd.) 
 
Technology 
Current 
Values 
Unit Evaluation 
Point of Threat 
7 
Government Policy   9 
   Licensing requirements Very Low - 9 
   Limitation to access to raw 
materials 
- - NA 
   Government subsidies Very Low - 9 
   Cost increasing regulations Very Low - 9 
8 
Expected Retaliation   7.6 
   A history of vigorous retaliation to 
entrants 
Very Low - 9 
   Excess cash capacity - - ND 
   Unused borrowing capacity - - ND 
   Adequate excess productive 
capacity to meet all future needs 
1.01 
Work 
performance 
percentage 
9 
   Established firms have illiquid 
assets 
112.019 YTL 7 
   Industry growth   5.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 6 
9 Cooperation Against New Entrants Very Low - 9 
Average   6.7 
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Table C.13.2. Factors Affecting Intensity of Rivalry Among Existing 
Competitors 
 
Technology 
Current 
Values 
Unit 
Evaluation 
Point of Threat 
1 Numerous Competitors 29 Number 6 
2 Equally Balanced Competitors 27.71 
Standard 
deviation 
5 
3 
Industry Growth   4.5 
      Total industry growth 13.23 % 5 
      Growth per company 29.28 % 4 
4 
High Fixed (Excess Capacity ) or 
Storage Costs 
112.019 YTL 3 
5 Significant Cost Differences 
Very Low to 
Low 
- 8 
 
6 
Lack of Differentiation - - 6.4 
   Brand identification 10/29=0.34 Ratio 5 
   Advertising Very Low - 9 
   Good customer service - - ND 
   Product Differences Very Low - 9 
   Being long time in the industry 8.3 Years 4 
   Organizing congress, conference and 
sponsorships 
8/29=0.28 Ratio 5 
 
7 
Lack of Switching Costs   6.5 
   Employee retraining costs - - 6.5 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 6.5 
   Need for technical help - - 6.5 
8 
Capacity Augmented in Large 
Increments 
Very low - 1 
 
9 
Different Types of Competitors 3/29=0.10 Ratio 2 
   National Private Competitors 26 Number - 
   Small National Competitors which 
Limits the profitability 
0 Number - 
   Foreign Competitors 3 Number - 
   Non Governmental Organizations 0 Number - 
   Public Institutions 0 Number - 
   Competitors That Tied to Parents 0 Number - 
   Competitors which view the industry 
as an Outlet 
0 Number - 
10 High Strategic Stakes - - ND 
 
11 
High Exit Barriers - - 1.4 
   Highly specialized assets 112.019 YTL 3 
   Fixed costs of exit Low - 1 
   Strategic interrelationships Low - 1 
   Emotional Barriers Low - 1 
   Government and Social Restrictions Low - 1 
12 Opportunities of Cooperation - - ND 
13 
The Rate of Change in Competition 
Methods of Competitors 
Very low to 
low 
- 2 
14 
Government Effects Through 
Regulations 
Very low - 1 
Average   3.9 
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Table C.13.3. Factors Affecting Pressure From Substitute Products And 
Support From Complementors 
 
Technology 
Current 
Values 
Unit Evaluation 
Point of Threat 
1 
Substitute products that are 
subject to trends improving their 
price-performance trade-off with 
the industry’s product 
Low - 1 
2 
Substitute products that are 
produced by industries earning 
high profits 
Low - 1 
3 
Price-Value characteristics of 
substitute 
- - ND 
4 Price elasticity of industry demand - - ND 
5 
Availability of close 
complementors 
- - ND 
6 
Price-Value characteristics of 
complementors 
- - ND 
7 
Cooperation against substitute 
products  
- - ND 
8 Developing complementors - - ND 
9 
Government Effects Through 
Regulations 
Very low - 1 
Average   1 
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Table C.13.4. Factors Affecting Bargaining Power of Buyers 
 
Technology 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 Buyers are concentrated 16.5 
%of total 
companies 
6 
2 
Buyers Purchase Large Volumes 
Relative to Seller Sales 
- - ND 
3 
The Products Buyers Purchase 
from the Industry Represent a 
Significant Fraction of the 
Buyers’ costs or purchases 
- - 6.5 
4 
The Products Buyers Purchase 
from the Industry are Standard 
or Undifferentiated 
5 - 5 
5 
Buyers Face Few Switching Costs   6.5 
   Employee retraining costs - - 6.5 
   Costs of new ancillary equipment - - Not Applicable 
   Cost of qualifying a new source - - 6.5 
   Need for technical help - - 6.5 
6 Buyers Earn Low Profits - - ND 
7 
Buyers Pose A Credible Threat of 
Backward Integration  
16.94 YTL/Hour 6 
8 
The Industry’s Product is 
Unimportant to the Quality of the 
Buyers’ Products or Services 
- - 6.5 
9 The Buyer Has Full Information 16.5 
%of total 
companies 
4 
10 
Firms in Industry Make 
Relationship - Specific 
Investments  
Very Low - 1 
11 
History of Cooperation to 
Improve  
- - ND 
12 
The Rate of Change in 
Customers’ Needs and 
Preferences 
Very Low to 
Low 
- 2 
13 
Government Effects Through 
Regulations 
Very Low - 1 
Average   4.5 
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Table C.13.5. Factors Affecting Bargaining Power of Suppliers 
 
Technology 
Current 
Values 
Unit 
Evaluation 
Point of 
Bargaining 
Power 
1 
Industry is dominated by a few 
companies  
  4.6 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
High to Very 
High 
- 2 
Accommodation providers 
(Especially Hotels) 
High to Very 
High  
- 2 
Registered Product Owners 
Low to 
Medium 
- 6 
Software Programs Providers Medium - 5 
2 
Suppliers are selling to more 
fragmented buyers 
  6.2 
Trainers and Consultants Low - 3 
Classroom Providers (Especially 
Hotels) 
Very High - 9 
Accommodation providers 
(Especially Hotels) 
Very High - 9 
Registered Product Owners Medium - 5 
Software Programs Providers Medium - 5 
3 
It is not obliged to contend with 
other substitute products 
  7.8 
Trainers and Consultants Very Low - 9 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners 
Low to 
Medium 
- 6 
Software Programs Providers 
Low to 
Medium 
- 6 
4 
The industry is not an important 
customer for the suppliers 
  4.8 
Trainers and Consultants 1.45 
Trainers or 
consultants 
per company 
8 
Classroom Providers (Especially 
Hotels) 
- - 6.0 
Accommodation providers 
(Especially Hotels) 
- - 6.0 
Registered Product Owners High - 3 
Software Programs Providers High - 3 
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Table C.13.5. Factors Affecting Bargaining Power of Suppliers (Contd.) 
5 
The suppliers’ product is an 
important input to the buyers’ 
business 
  5 
Trainers and Consultants Very High - 9 
Classroom Providers (Especially 
Hotels) 
- - 4.0 
Accommodation providers 
(Especially Hotels) 
- - 4.0 
Registered Product Owners 
Low to 
Medium 
- 4 
Software Programs Providers 
Low to 
Medium 
- 4 
6 
The Suppliers have built up 
switching costs 
  4.6 
   Employee retraining costs   NA 
Trainers and Consultants - - NA 
Classroom Providers (Especially 
Hotels) 
- - NA 
Accommodation providers 
(Especially Hotels) 
- - NA 
Registered Product Owners Medium - 5 
Software Programs Providers Medium - 5 
Costs of new ancillary  equipment - - NA 
Cost of qualifying a new source   4.2 
Trainers and Consultants High - 7 
Classroom Providers (Especially 
Hotels) 
Low - 3 
Accommodation providers 
(Especially Hotels) 
Low - 3 
Registered Product Owners Low - 3 
Software Programs Providers Medium - 5 
Need for technical help    5 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Low - 3 
Software Programs Providers Very High - 9 
7 
The suppliers’ products are 
differentiated 
  5.2 
Trainers and Consultants 
Low to 
Medium 
- 4 
Classroom Providers (Especially 
Hotels) 
Low to 
Medium 
- 4 
Accommodation providers 
(Especially Hotels) 
Low to 
Medium 
- 4 
Registered Product Owners High - 7 
Software Programs Providers High - 7 
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Table C.13.5. Factors Affecting Bargaining Power of Suppliers (Contd.)  
8 
The Suppliers pose a credible 
threat of forward integration 
  3.8 
Trainers and Consultants 16.94 YTL/Hour 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners 
High to Very 
High 
- 8 
Software Programs Providers Low  - 3 
9 
Firms in Industry Make 
Relationship-Specific Investments 
  7.8 
Trainers and Consultants 
Low to 
Medium 
- 6 
Classroom Providers (Especially 
Hotels) 
Very Low - 9 
Accommodation providers 
(Especially Hotels) 
Very Low - 9 
Registered Product Owners 
Low to 
Medium 
- 6 
Software Programs Providers Very Low - 9 
10 
Cooperation with Suppliers to 
Improve 
- - ND 
Trainers and Consultants - - ND 
Classroom Providers (Especially 
Hotels) 
- - ND 
Accommodation providers 
(Especially Hotels) 
- - ND 
Registered Product Owners - - ND 
Software Programs Providers - - ND 
11 
Government Effects Through 
Regulations 
  1 
Trainers and Consultants Very Low - 1 
Classroom Providers (Especially 
Hotels) 
Very Low - 1 
Accommodation providers 
(Especially Hotels) 
Very Low - 1 
Registered Product Owners Very Low - 1 
Software Programs Providers Very Low - 1 
Average   5.1 
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Table C.13.6. Final Evaluation Table for “Technology Segment" 
Five 
Competitive 
Forces 
Average 
Evaluati
on Points 
of Each 
Competit
ive Force 
Average 
Evaluation 
Point of 
Competitive 
Forces in 
The Segment 
Segment 
Size 
Segment 
Growth 
Rate 
Match 
to 
Firm’s 
Capabi
lities 
Attractiv
eness 
Level of 
The 
Segment 
The Threat of 
Entry 
6.7 
4.2 4 5.5 2 10.5 
Intensity of 
Rivalry Among 
Existing 
Competitors 
3.9 
Pressure From 
Substitute 
Products And 
Support From 
Complementors 
1.0 
Bargaining 
Power of 
Buyers 
4.5 
Bargaining 
Power of 
Suppliers 
5.1 
 
Attractiveness Point of The Segment = (Segment Size X Segment Growth Rate X Match 
to Firm’s Capabilities) / Average Evaluation Point of Competitive Forces In The 
Segment 
Attractiveness Point of The Segment = (4 X 5.5 X 2) / 4.2 = 10.5 
 
Attractiveness 
Point of The 
Segment 
Attractiveness Level of 
The Segment 
Attractiveness Level 
of The Segment (in 
generic scale) 
0.1 – 0.9  Very Low 1 
1 – 3.8  Very Low to Low 2 
3.9 – 10.6  Low 3 
10.7 – 24.9  Low to Medium 4 
25 – 53.9  Medium 5 
54 – 114.2 Medium to High 6 
114.3 – 255.9 High 7 
256 – 438.2 High to Very High 8 
438.3 - 729 Very High 9 
 
Result: Since, attractiveness point of technology consulting segment is 10.5; the 
attractiveness level of the segment is Low according to TÜSSİDE. 
 288 
CURRICULUM VITAE 
Personal Information 
Place and Date of Birth: Diyarbakır, 1978 
E-mail: fyalinkilic@tusside.gov.tr 
 
 
Education:  
M.Sc.: 2002-      Istanbul Technical University  
                           Industrial Engineering Science Program 
                           Engineering Management Program 
B.S.: 1996-2001 Marmara University  
                           Industrial Engineering 
1993-1996          Nilüfer Science High School 
Work Experience: 
He works as a researcher in MEB-TÜBİTAK-TÜSSİDE since 2001. Corporate 
development, reorganization, and strategic management are main research areas. 
Academic Papers: 
2002, “CRM in Local Administrations”, KalDer National Quality Congress. 
2003, “A Decision Theoretic Approach to Manipulation of Capital Markets”, EURO-
INFORMS International Operations Research Congress. 
 
 
